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Abstract 
The report shows insight into the two banking giants – Nordea Bank and Danske Bank operating 
in Denmark. The main aim of this report is to conduct an in depth study in how two leading 
banks are exploiting its resources to innovate. Furthermore, it also researches the role of 
innovation in gaining competitive advantage. The report is conducted within the periphery of the 
resources and innovation of Danske and Nordea bank. It is a qualitative research but follows 
deductive approach. Literature review has played a significant role as it guides the project.  
The report analysed the product, process, marketing and organisational innovation that has been 
taken place in Danske and Nordea bank. Some of the innovations made by the both banks 
include; online meeting platforms, mobile banking, Mobile Pay and real time spending overview. 
Although the banks have their own reason to involve in innovation activities, some of the driving 
forces that triggered innovation are changing customer’s need, technological development, and 
intense competition in the market. Both the banks are utilising their tangible and intangible 
resources to innovate and gain a competitive position in the market. The banks are using these 
resources through the capabilities that they possess such as dynamic capabilities, learning, 
entrepreneurship etc. By utilising these resources in the best way, Danske bank and Nordea are 
able to innovate new products and as a result, create competitive edge in the market. From the 
analysis, it is evident that Innovation is an essential undertaking for organisations to create value 
and secure sustainable competitive advantage in the current complex and changing business 
environment. 
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CHAPTER 1: INTRODUCTION  
 
This chapter includes the introduction, problem area, problem formulation, significance of the 
study, and outline of this research study. The introduction starts with a brief overview of 
innovation, and competitive advantage. It discusses what makes our problem as a problem from 
the issues rising in banking sector. At the end, it also outlines to whom this research study would 
be of interest and benefit to. 
1.1 Background: 
In today’s highly competitive environment, the goal of each company is to defeat competition, 
win new customers and at the same time retain the existing customers. Customer’s needs and 
preferences change with time and situations. For companies to be prevalent in the market they 
must also come up with new products and services as per the customer’s demands.  Companies, 
that generate new products by undertaking innovation in response to environmental changes, and 
develop new capabilities will have higher performance and become more successful in the 
market as compared less innovative companies, which lag far behind (Montes et al., 2004). 
 
Innovation is known as a critical factor for firms to create value and sustain competitive 
advantage in today's highly complex and dynamic environment (Ranjit, 2004). Tushman and 
Nadler (1986) stressed that “organisations can gain competitive advantage by managing 
effectively for today while simultaneously creating innovation for tomorrow” and suggested that 
“there is perhaps no more pressing managerial problem that the sustained management of 
innovation”. Therefore, innovation can be viewed as a mental process that steers to the creation 
of a new phenomenon; and this phenomenon may be a new material, new service or a new 
technique, which in turn brings sustainable competitive advantage for the company. 
 
The complexity of the business environment, impact of globalisation, unstructured markets, 
frequently changing consumer needs and preferences, increasing competition, revolution of 
information technology and communications, and the liberation of global trade are some of the 
driving forces that invites both opportunities and challenges for the companies. Michael Porter 
describes that companies that are likely to come up with new ideas responding to these rapid 
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changing forces will have higher competitive advantage. Further, Competitive advantage occurs 
only when there is a situation of resource heterogeneity (different resources across firms) and 
resource immobility (the inability of competing firms to obtain resources from other firms). 
Resources held by the organization that are considered as rare, valuable, not easily imitable and 
imperfectly substitutable are the main source for sustainable competitive advantage and can help 
in achieving sustained superior performance (Barney, 1991). This concept of competitive 
priorities suggested by Barney (1991) fits to analyse the role of resource for innovation that will 
lead to achieve competitive advantage forms a point of departure for our study. In order to 
examine this relationship, the project undertakes banking industry, which is quite different from 
manufacturing industry. And to generalise the finding of our study, we have chosen two banks, 
Danske Bank and Nordea Bank.  
 
1.2 Problem Area 
The role of banking industry in national development is crucial and growing. There are different 
types of banks such as commercial bank, agricultural, industrial, credit bank and so on. Whatever 
is the type of bank within different countries, there are few leading banks, which are operating in 
their home country as well as other countries. On the other hand, there are some small and 
medium sized banks that have been emerging and operating in the particular operating area or 
market as a part of banking industry.  
The most interesting fact is that the banking industry is being very competitive where leading 
banks always seem to look for gaining competitive advantage and other hand, small and medium 
sized banks conducting business and trying to survive in intense competitive situation. In same 
context, Denmark cannot be apart from it. There are some leading banks as main visible players. 
Danske bank and Nordea bank have been leading since few years. Danske Bank is the largest 
Danish bank in Denmark and Nordea Bankis a largest bank in Nordic region and a key player in 
Denmark. Nordea is not a Danish bank but is operating in Denmark. 
Competition among banks is getting harder due to existing competitors, newly emerging banks, 
organisational and environmental reasons such as globalization, deregulation, increasing global 
and domestic competition, and new technologies (Akman&Yilmaz, 2008). The curiosity is set to 
understand how the major banks are capturing the industry if there is high competition. 
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Innovation could be recognised as a key success factor in an increasingly competitiveness in this 
complex environment and the resources held by the key players will help in innovation process. 
The act of innovating can provide a firm with the capability to capture a substantial level of 
market share or create an entirely new market opportunity that enables a firm to reap 
supernormal profits. From the history, it is evident that the banking sector has experienced a 
period of innovation and eventually saw the establishment of the role of innovation with much 
more emphasis given in its resources for achieving competitive advantage. Achieving 
competitive advantage on the basis of resources and innovation is a part of our curiosity and 
interest to know about, which leads to the formulation of following problem.     
 
1.3 Problem statement 
How are two leading banks- Danske and Nordea – using their resources for innovation process 
and what role can innovation play in gaining competitive advantage?  
 
In order to explore this problem statement, we have used following working questions.  
1. What is the nature of innovation process that banks are adopting? 
2. What are the driving forces that compel banking sector to embrace innovation? 
3. What are the types of resources that banks are using to encourage innovation process and 
further use it for competitive advantage? 
1.4 Study outline 
This report has been divided into six chapters and outline of those chapters can be seen in figure  
1. The report starts with the introduction, followed by review of literature, methodology, 
contextualization, analysis and finally ends with conclusion and some recommendation.  
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Introduction: This chapter presents the background of the organisational resources, innovation 
process and competition. It begins with the overview of the problem and the main problem 
formulation followed by working questions.  
 
Review of literature: This chapter presents previous research and theory regarding the study 
matter. The theoretical part of this project is divided into four parts. The first part consists of 
innovation process and forms of innovation. The second part consist of innovation in financial 
services, third part consist of driving forces that creates innovation in banking sector and last part 
consist of key organisational resources that leads organisation to make innovate and gain 
sustainable competitive advantage.  
 
Methodology: This chapter describes the methodology applied in the study. It outlines 
philosophy of science, research approach, and research strategy used in the project. Further, 
sources of data, data collection techniques, and ethical issues are discussed and the chapter 
finally ends with the discussion concerning validity and reliability.  
 
Contextualization: This chapter consists of company description of the case (Danske bank and 
Nordea bank) that we choose for the study.  
 
Analysis: In this chapter the empirical findings are described in comparison with the theoretical 
framework.  
 
Conclusion: The report is concluded in this chapter by answering the problem formulation and 
also presenting some of the finding of the study.  
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1.5 Significance of Study 
 
• The findings of the report might be useful and important among students and others 
academician. It can be input for doing similar nature of research in academic field in 
future. 
• It can also become good source of information for those companies who wants to 
know about the resource and innovation in banking industry.  
• The finding might generate interest among sufficiently group of researchers as this 
project analyses the use of resources in innovation process and innovation itself as a 
means to gain competitive advantage. 
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CHAPTER 2: REVIEW OF LITERATURE  
 
This chapter presents the issues and factors, ideas and opinions, and results of the research that 
others have undertaken in the study area of innovation and competitive advantage with emphasis 
given on the firms resources. It starts with the concept and process of innovation, forms of 
innovation and discusses the key innovation in banking services, continuing with the link among 
organisational resources, innovation process and competitive advantage. 
 
2.1Innovation and Process of innovation 
The term innovation does not have one perspective and straightforward meaning and application. 
Innovation comes in varying structure, shape and size depending on the organisation or company 
and for what purpose. In this case, coming with one meaning of innovation applicable uniformly 
is a difficult exercise. In most of the cases, the term innovation and invention share a platform 
and tend to be used as if they are the same and one thing while in the actual sense they are not. 
First to clearly define innovation, we need to distinguish the same from invention. Invention 
precedes innovation. Invention is the first occurrence of an idea for the ultimate generation of a 
new product or process. Innovation leads to the commercialization of the idea generated at the 
invention stage (see Fagerberg, 2003). The notable distinguishing factors between invention and 
innovation are the time lag and the occurrence place. Fagerberg (2003) notes that while 
inventions precede innovations, they may also be carried out in places such as Universities. On 
the other hand, innovation comes later and mainly innovation takes place in firms in the 
commercial setup. As this paper is dealing with innovation, we proceed to give the definition of 
innovation and provide the various types and forms of innovation.  
 
According to Fasnacht (2009, p.48) in business language, “innovation commonly refers to the act 
of introducing a new product or service into the market or improving existing things”. 
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According to the business dictionary, “innovation is the process of translating an idea or 
invention into a good or service that creates value or for which customers will pay1. 
 
According to OECD (2005), “An innovation is the implementation of a new or significantly 
improved product (good or service), or process, a new marketing method, or a new 
organisational method in business practices, workplace organisation or external relations”. 
OECD further proceed to conclude that; “Innovation goes far beyond the confines of research 
labs to users, suppliers and consumers everywhere – in government, business and non-profit 
organisations, across borders, across sectors, and across institutions” 
 
According to these definitions, it implies that innovation needs to serve the interests of the 
customers, producers, firms and even employees. In the case of consumers, innovation should 
provide higher quality goods, and efficient service provision systems, which will lead to a higher 
standard of living. On the other hand, firms expect innovation to provide production processes as 
well as improvement in business models or coming up with completely new products and 
services that may result to sustainable business for profit making. From the employee’s 
perspective, innovation may create more interesting work, improve their skills and eventually 
lead to higher wages (see Fasnacht 2009, p.49). In general terms, Fasnacht argues and concludes 
that innovation is all about creating value and increasing productivity in any industry or economy 
and can deliver increased revenues, enhanced value added, and stronger sustainable competitive 
advantage. 
2.2Forms of Innovation: 
Having discussed innovation, there are after all different forms and concepts of innovation. The 
understanding of various types of innovation is important, as there is a correlation between the 
type of innovation and organisational performance. According to OECD, (2005) there are four 
forms of innovation namely: product innovation, process innovation, marketing innovation and 
organisational innovation.  
 
                                                           
1www.businessdictionary.com/definition/innovation.html#ixzz31UcZQkE9 
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Product innovation 
Product innovation refers to the making or establishing of a good or service that is completely 
new or highly modified in terms of improvement with its features or intended uses. Product 
innovations can make use of either new knowledge or new technologies or in another perspective 
it can be based on new uses of the product or service.  According to OECD (2005 p.48) the new 
products and services, should have a great different in terms of features and uses from the 
previously ones produced by the company. In the service industry as in the banking sector, 
Product innovations include great improvements in how services are provided. This can be in 
form of efficiency or speed. Alternatively it can be an addition of new functions or 
characteristics to existing services, or the introduction of completely new services. A good 
example in the banking industry is the improvement in the Internet banking services. With the 
Internet banking, customers are able access a variety of baking services from home.  For 
example customers can be able to pay for their utility bills without necessarily having to travel to 
the banks. This has finally led to the improvement in quality of service provision.  
Process Innovation 
Process innovation refers to the putting in place of new production or delivery methods. The new 
methods may encompass a tremendous change to the techniques, equipment as well as the 
software (OECD2005 p. 49).The major aim of process innovation may entail to reduce the unit 
costs of production or delivery, to increase quality, to produce and deliver new or highly 
improved products and services. Production methods entail the techniques, equipment and 
software employed by service provider companies, including banking institutions, to produce 
goods or services. An example of a new production method is the introduction of a new 
automation machine by a bank or the introduction of computer-assisted design for product 
development in other industries. On the other hand, delivery methods involve the logistics of the 
firm. In another way round, delivery methods includes equipment, software and techniques 
involved in the sourcing of inputs, allocating supplies within the company and delivering the 
final goods and services to the consumer. An example of a new delivery method in the banking 
industry may be the introduction of videotext technology (see Pennings and Harianto, 1992). The 
videotex technology involved computer based interactive systems that deliver texts, numbers and 
graphics electronically. This system allows interactions, which enable customers to purchase air 
tickets or transfer cash between banks. In the transport industry, a new delivery system or 
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method may be the introduction of the bar-coded or active Radio Frequency Identification 
goods-tracking system (OECD 2005). 
Marketing innovation 
This is the introduction of the new marketing methods that involve a remarkable change in 
product or service design, placement, promotion or pricing. The main aim of marketing 
innovation is to seek for the alternative ways of meeting the customer needs, opening of new 
markets or positioning the company’s product or service in the market through new means with 
an intention of the company’s market share by sales volumes. The new marketing systems need 
to be different from the ones used by the company before. Marketing innovation must entail a 
marketing strategy that represents a notable change from the existing methods. According to 
OECD (2005 p.50), new marketing methods can be originate from within company or they can 
be acquired from outside the company and can be implemented for both new and the existing 
services or products. 
 
New product placement methods entail the implementation of new sales channels. The new sales 
in this case means the methods put in use to sell goods or services to the users. An example of 
marketing innovation product placement is the direct sales to the customers by the company.  
New marketing methods in product promotion in most of the cases include usage ideas for 
promoting the company’s goods and services. It can be in the form of changing completely the 
media used for advertising or changing the technique all together or it can also take the shape 
and form of developing a completely new brand to give the company or the product a new image 
in the market. Pricing innovation includes the introduction of new pricing strategies when 
marketing the firm’s goods and services. An example of pricing innovation is the implementation 
of a system where customers select their desired product specification on the firm’s webpages 
and finally get the price for the chosen product or service.  
An organisational innovation 
Organisational innovation refers to the introduction of new organisation methods in the 
company’s business which will be it terms of business practices,workplace organisation or 
external relations. According to OECD, (2005 p. 52) Organisational innovations may be aimed at 
increasing the company’s profitability and improving working conditions. This can be achieved 
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by savings through reducing administrative and transaction costs. An organisation innovation 
majorly involves the adoption of an organisational method resulting from the strategic decisions 
taken by the management, which has not been used previously by the firm. Organisational 
innovations in business practices comprise the introduction of new methods aimed at organizing 
routines and daily procedures on how to conduct work in the company. An example is by coming 
up with the introduction of practices such as training systems for employees that will enhance 
employee development and lead to worker retention. An innovation in workplace organisation 
also entails the introduction of new ways for distributing responsibility and decision-making 
among the employees in the company. An example in this case is where the company comes up 
with a model where employees are given a responsibility and freedom to use their ideas and 
make sound decisions.  
 
2.3. Innovation in financial services:  
Financial innovation is understood as the design, development, and distribution of any new 
financial product or service. But in general, financial innovation can also mean the change that 
advances altering or modifying the role of financial institutions. In order to gain a better 
understanding of what could be innovations in the financial services, the following are the key 
innovations that have been taken place in banking sector between 1960 and 2007, which is 
characterised, in the following table (Daniel Fasnacht, 2009, p.47).   
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Table A selection of key innovation in banking sector (source: Fasnacht, 2009, p.47) 
The above table shows that innovation in financial service sector is not a new concept. Financial 
sector have been continuously progressing and innovating new products. The above-mentioned 
innovative products are still adopted by the banks and other financial institutions and of these 
products have been customised and re-launched in the market. 
2.4. Driving forces that create innovation in the banking sector 
Technological Advances: 
The improvement in technology is having a major impact on how knowledge is gained and the 
speed at which this knowledge is spread out. This acceleration of ideas or knowledge has had a 
big impact on the markets as well. Improvement in technology can also lead to completely new 
industries besides improving the current ones. 
 
In this sense, companies need to take note of new technologies, which may have an effect on 
their current operations and influence a lasting effect on their market position.  This implies that 
companies need to keenly monitor the new technological changes as well as improve on their 
currents ones to keep in line with the market forces.  
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Banks are taking a leading role in developing technologies that are mostly tailored to suit the 
specific requirement of their customer target group. For example banks in Denmark, due to 
technological changes, have come up with self-service activities where their customers can 
access and make most of the transactions without necessarily travelling physically to the bank. 
Some of the self-service activities that have been enhanced by technology include; net banking, 
mobile banking, mobile pay, tablet bank and let bank (Danske bank.com, 20142).  
The Changing Consumers and their needs 
The ever changing consumer behaviour, tastes and prevalence’s as well as demographic requires 
modified or completely new ways of service delivery by banking institutions.  A case in point is 
the age difference among the consumers; the old generation will have different tastes in relation 
to the young generation. In this case, banks will need to be innovative in order to capture the 
needs of the customer segments across board.Fri, et al. (1998) contributes on consumers and 
their needs and states that consumers are increasingly moving from use of cheques to other 
financial products and at the same time customers want a numbers of delivery channels at their 
disposal any-time and anywhere they are.  The quick technological development is a major 
contributor to new habits and new behaviours among the customers. This has posed new 
challenges and opportunities to the banking sector. The technology has seen customer-buying 
habits in the banking sector change drastically3.The young generation is willing to quickly 
change to new digital systems and this is seen as an opportunity for banks to change by 
innovating on the improvement to the customer interface in digital channels. However, as noted 
in Fri, et al. (1998), improvement by innovation need to be cost effective by protecting 
consumers from high cost delivery systems as this blend will be beneficial to the bank and the 
customer.  
The changing needs and customers also imply that the traditional customer segments and 
boundaries are also in constant change. In this case, banks need to change product offers 
accordingly. For example the number of customers a bank in Denmark was facing 20 years ago 
has completely changed at the moment. Customers are also demanding services which do not 
                                                           
2http://www.danskebank.dk/da-dk/Privat/Selvbetjening/Pages/Selvbetjening.aspx 
3http://www.swedbank.com/investor-relations/quick-facts/driving-forces/index.htm 
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harm the environment and in this case companies need to innovate to take care of this unforeseen 
customer needs. 
Intensified Competition 
Competition is another factor, which is driving companies to be innovative. Banks face 
competition among themselves and from other financial service provider companies such as 
mortgage companies and insurance companies. In this, in order to remain competitive, banks 
need to innovate and come up with products, which rival their competitors. This can also take 
place in terms of efficiency and quick service provision.   
Changing Business Environments 
A number of macro-economic factors are influencing businesses; banks included.  The effect of 
these factors on the business calls for innovation for adaptability. For example, when banks are 
faced with weak macro conditions, which are characterised by low interest rate environment, it 
becomes difficult for these banks to make profits4. In this situation, banks will be compelled to 
be innovative and redesign their business processes to realise efficiency and cut the costs of 
operating. In order to realise the efficiency required, banks need to consolidate their products and 
services, adopt add-on sales, refine customer base and the same time adopt selective growth 
strategy5. 
2.5 Resources, innovation and competitive advantage:  
So far, it has been stressed that Innovation is about integrating different resources and 
capabilities that originate from a variety of internal and external sources. In the subsequent 
sections of this chapter, the role of innovation for gaining competitive advantage is examined by 
linking it to the resource based view (RBV). The fundamental ideas and concepts of the RBV are 
laid out. Furthermore, Competitive advantage occurs only when there is a situation of resource 
heterogeneity (different resources across firms) and resource immobility (the inability of 
competing firms to obtain resources from other firms).  
 
                                                           
4http://www.swedbank.com/investor-relations/quick-facts/driving-forces/index.htm 
5http://www.swedbank.com/investor-relations/quick-facts/driving-forces/index.htm 
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The RBV takes an ‘inside-out’ view or firm-specific perspective on why organisations succeed 
or fail in the market place (Dicksen, 1996). According to RBV, an organisation can be 
considered as a collection of human resource, physical resources, and organisational resources 
(Barney, 1991; Amit 1993). From a resource-based perspective, innovation is the new 
combinations of existing and/ or new resources and competencies (Penrose, 1959, p. 
85).“Resources can be defined as the productive assets of firms and the means through which 
activities are accomplished” (Mathews, 2006). In other way, it has also been defined as stocks of 
available factors (human capital, physical assets, knowledge, and other tangible and intangible 
resources) that are particularly owned or controlled by the firm, which are later converted into 
final products or services in a efficient and effective manner (Amit and Schoemaker, 1993; 
Capron and Hull 1999). (Fahy, 2000,p.99) assumes that all the factor of production/inputs are 
resources and further distinguishes these resources into three categories which are: tangible 
resources, intangible resources, and capabilities; with differing in their characteristic value, 
barrier to duplication and appropriability of the firm.  
Tangible resources are visible and include capital, access to capital, buildings, warehouse and 
other facilities. Intangible resources are not visible and consist of client trust, intellectual 
property, databases, network, knowledge, skills and reputation and EO such as pro activeness, 
innovativeness and risk-seeking ability (Runyan et al., 2006). According to Hall (1992, p. 135) 
both tangible and intangible resources are needed for creating innovation.  
 
The term ‘competence’, which is used interchangeably with the term ‘capability’, refers to“an 
ability to accomplish something by using a set of tangible resources and intangible resources 
Danneels (2002, p. 102). To put it another way, a competence is “an ability of a firm to sustain 
the coordinated deployment of resources”. Thus,organisational capabilities has been defined as a 
firm’s collective physical facilities, employees skill and capacity of a firm to deploy its 
resources, which may be tangible or intangible in order to perform a task or activity so as to 
improve overall performance (Amit and Schoemaker, 1993; Teece e, 1997).A summary of the 
key resources identified by various scholars : Barney (1991), Hall (1992, 1993), Collis and  
Montgomery (1995), Fahy and Smithee (1999), Day and Wensley (1988), Dierkx and Cool 
(1989), Grant (1991), Amit and Schoemaker (1993), Day (1994), Rangone 1999 (cited on 
kaplelko, 2006 .p.g 21) is presented in table 1. 
Resource, innovation and competitive advantage  Page 20 
 
 
 
Resource type: source:  kaplelko, 2006 .p.g 21 
A resource – based view of the firm’s capacity to innovate 
Traditionally, it has been believed that any kind of differences that occurs in activities of the firm 
and are said to be innovative are explained or distinguished by industry and organization 
structure characteristics (Kimberly and Evanisko,1981; Damanpour, 1991; Wolfe, 1994; Duncan, 
1976; and Daft, 1992). In contrast, there were many behaviour oriented research streams, and 
evolutionary economics(Nelson & Winter, 1982), that have studied and researched innovation 
activities, process and performance not only in terms of industry and organisational structure or 
characteristics but also in terms of resources and capabilities (Dosi, 1988). 
 
“Within the same line of reasoning, a growing body of literature that embraces resource-based 
view of the firm (Brown and Eisenhardt, 1995; Henderson and Cockburn, 1994; Iansiti and 
Clark, 1994; Leonard-Barton, 1995) offers a new insight to innovation management.” According 
to this perspective, different resources and capabilities present in the firm has positive affecton 
the outcome of the innovation process, which is highlighted in the following figure  
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Collis (1994) explained that if resources provide inputs, organisational capabilities represent the 
firm’s capacity to coordinate, put it in productive use, and shape inputs into innovative outputs. 
Entrepreneurship, organisational learning, sense and response, marketing skills, and dynamic 
capabilities are most strongly emphasised capabilities according to Kotsiopoulos et al.  
Fahy(2000) also identified team-embodied knowledge, organisational culture, organisational 
history, learning by doing and managerial skills are the competencies, which are crucial to 
financial services.  
 
 
 
 
 
 
Entrepreneurship refers to the implementation of a long-term vision, which particularly aims at 
higher growth of the firm through the introduction of innovative products and services and also 
technologies at the expense of short-term profit maximisation. We can say that, there is a strong 
connection between innovation and entrepreneurship. Drucker (1985) suggests that innovation is 
Figure Organisational resources for innovation (source compiled from Fahy(2000) & Kotsiopoulos et al 
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the primary activity of entrepreneurship. Lumpkin and Dess (1996) argue that a key dimension 
of an entrepreneurial orientation is an emphasis on innovation, while Cohen (1995) analysed the 
adoption of new technology and commercialisation of innovation and noted the crucial role of 
the entrepreneur in innovation process (Schumpeter, 1943). 
 
The other capabilities as mentioned in Figure 1, Learning is significant and helps the 
organization to generate new knowledge, recombine and use existing knowledge, increase skills, 
and adapt infrequently changing market conditions. Newman (2000) argues that learning can 
help organization to change and adapt in environment. Further, Lynn et al. (1999) explained in 
his studies of high technology US firms where he found a positive relationship between learning 
and innovation. Similarly, Bartezzaghi et al. (1997), Helfat and Raubitschek (2000), and Lane 
and Lubatkin (1998), reached similar conclusions examining Italian and Swedish companies.  
 
Another capability sense and response have similar positive effect to innovation. ‘Sense and 
response’ skills refer to the ability to rapidly sense changes that occur in the environment, 
conceptualise a response to that change, and also reconfigure resources to execute the response 
(Konstantinos et al). Quinn (2000) argued that skills are critical and have influence for 
continuous innovation, and Souder and Jensen (1999) confirmed the positive relationship 
between Sense and response and innovation in their study of Scandinavian and US 
telecommunication firms.  
 
Marketing skills as a capability of a firm plays a significant role for the implementation and 
exploitation of innovation. Several scholars examined US, Japanese and European firms and 
context and reached to a conclusion that there is a positive link between innovation and 
marketing competences (Song et al., 1997; Song and Parry, 1996, 1997; Hultink et al., 2000). 
Moreover, the important capability of a firm constitutes the integration and interaction between 
marketing and R&D functions. This integration and interaction facilitates the firm in smooth 
information flow within and between various departments, which will accelerate innovation 
process and achieve successful innovation output (Souder &Jenssen, 1999).  
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Dynamic capabilities of a firm are also considered as a one of the capability as shown in above 
figure. Dynamic capabilities refer to the firm’s ability to integrate, build, and reconfigure their 
internal and external competences in order to address and adapt in rapidly changing environment. 
It is often mentioned that coordination, learning and transformation are the fundamental dynamic 
capabilities as these capabilities serves as the mechanisms through which available resources 
(financial, technological and other assets) can be combined and transformed to produce new and 
innovative forms of products, which will lead to competitive advantage. 
 
Similarly, other capabilities of the organisation are knowledge, culture and history of the firm. 
These capabilities are also referred as intangible assets of the firm. Such capabilities will 
distinguish the firm from its competitors and will help them to make their own place in the 
market, which is also seen as competitive advantage. 
 
Value chain 
Organisation can use value chain suggested by Porter (1985) in order to identify their core 
capabilities, which are the sources of competitive advantage. The value chain activities defined 
by Porter for the producer goods industry are not fully transferable to the banking industry as the 
industrial value generation differs from the production process of a bank (Canals, 1993, 
Lamarque; 1999). The banking business is customer driven and therefore the banking value 
chain starts from the market side. The value process starts with advertising a newly developed 
product or service to the market. Secondly, the product/service is sold to customers, e.g. the 
credit contract will be signed by the customer. In a third step the product will be provided to the 
customer, e.g. the credit amount is paid to the account of the customer. Finally the corresponding 
transactions, like payments, clearing & settlement transactions etc. will be processed.  
 
Hamoir et al. (2002) and Steffens (2002) reflect this process by differentiating the primary 
activities into distribution, products and transactions/infrastructure. The distribution part of the 
banking value chain consists of marketing and sales activities. Marketing includes promotion and 
advertising activities, branding the firm name/products/services and sales support. Sales consist 
of multichannel management (sales force, internet, call centers, branches), acquisition of 
customers and offering/pricing. 
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The value activities from products include the product development process as well as the 
provision of the product itself, e.g. the payment of the credit amount to the client. All products of 
a bank can be subsumed under the terms funding, investment and services. The financial 
intermediation business is reflected in the “funding” and “investment” parts of the product 
activities. The transactions part of the value chain is processing products and services offered by 
the banking industry. The transaction activities include 
o Payment transactions for national and international payments, 
o Clearing and settlement transaction for securities, derivatives and credits, 
o Trading transactions for the exchange and price determination of securities and 
derivatives and 
o Custody transactions including infrastructure, e.g. custody of securities and 
deposit box facilities. 
These primary activities are enabled by the supporting activities infrastructure, technology and 
human resources (Canals, 1993, 1992; Porter, 1985). Additionally to these three supporting 
activities, risk management plays a vital role in banking and has to be added (Lamarque, 1999). 
 
Thus, the resource-based research on innovation is based on the fundamental premise that 
organisational resources and capabilities are those that underlie and determine a firm’s capacity 
for innovation. Within this perspective, organisational resources (tangible and intangible) are 
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taken to provide the input that in turn is combined and transformed by capabilities to produce 
innovative forms of competitive advantage which can be characterized by the following figure 
given by the Fahy (2000) and suggest that Innovation can be viewed as the driver of competitive 
advantage with a combination of resources that creates higher-order competencies. 
 
 
Figure :A resource-based model of sustainable competitive advantage 
 
Michal Porter (1985) considered that competitive advantage grows out of value a firm is able to 
create for its buyers that exceeds the firm's cost of creating it. Value is what buyers are willing to 
pay, and superior value stems from offering lower prices than competitors for equivalent benefits 
or providing unique benefits that more than offset a higher price. Porter recognised competitive 
advantage as a strategic goal; that is a dependent variable and the reason behind this is that the 
good performance is related to achieving a competitive advantage (Reed &Defillippi, 1990). 
 
Clark, Hayes, and Wheelwright suggested that firms compete in the marketplace by virtue of one 
or more of the following competitive priorities. Time, quality, and cost are, along with 
flexibility. (Clark et al, 1988). Foo and Friedman (1992) found that the original concept of 
competitive priorities suggested by Clark, Hayes, and Wheelwright fits to analyse the impact of 
innovation on competitive advantage, since whether innovation was a part of the competitive 
advantage dimensions or not, the numerous studies, and different business and marketing schools 
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agree on the importance of innovation to the competitive advantage of the firms. Below is a brief 
description of competitive advantage dimensions analysed in this study. 
Competitive Advantage Dimensions 
1. Time 
The original term lead-time used by Hayes and Wheelwright (1984) is rephrased as time in this 
paper. It is seen as the total time an activity requires to be executed, from the very beginning to 
the very end. Firms can consider the time factor to compete among each other. Service and 
product delivery time can be a source of competitive advantage when firms try to reduce the 
period of time between receiving and accepting customer orders and provisions of products or 
services to customers (Stonebrake and Leong, 1994). It is also a measure of the firms' adherence 
to delivery schedules agreed upon with customers. The speed of product development also refers 
to the time factor; that is the time period between product idea generation till achieving the final 
design or production (Evans, 1993).  
 
2. Quality 
Crosby (1995) defined quality in his concepts of the Four Absolutes of Quality and the Cost of 
Poor Quality as conformity to certain specifications. Juran (2004) described quality as “Fitness 
for use” where fitness is defined by the customer. Weinberg (1993) defines fitness more 
holistically as “value to some person." Quality can be achieved by adding unique attributes to 
products to enhance their competitive attractiveness so as to benefit customers in the final stage 
(Best, 1997: cited by Al-Rousan and Qawasmeh, 2009). Also, quality can be achieved through a 
couple of dimensions such as the quality of design which means to adapt product design to its 
function (Adam & Ebert, 1996), and the quality of conformity which stands for the 
organisational capability to transform inputs to conformable outputs (Hill, 1993) or outputs in 
accordance to the specific design characteristics, and the focus on quality will be reflected in 
competitive advantage and profitability of the organisation. 
 
3. Cost 
As we know that, costs can be direct or indirect, fixed or variable, and short or long-term. 
Additionally, cost can also be expressed according to its intention. Further, cost of quality can be 
divided into failure, appraisal, and prevention costs (Juran, 2004). Firms must make some kind of 
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compromise between the cost and the characteristics of their products and services. In general, 
most organisations choose to cut total cost by stripping fixed costs and applying continuous 
control on raw materials, reducing employee compensation rates, and by achieving higher levels 
of productivity (Dilworth, 1992). 
 
4. Flexibility 
Knoll and Jarvenpaa (1994) described flexibility as an essential property for the maintenance of 
fit between Business Processes and their supporting systems in changing environments. 
Flexibility is an ability to react to changes (Forster, 2006). Flexibility can be viewed as the 
ability of the processes to switch from one product to another or from one customer to another at 
the least cost or impact. Further, Flexibility can also be defined as an ability to adapt the 
production capacity in response to changes in the environment or demands in the market (Evans, 
1993). Flexibility also encompasses product flexibility in the first place, which is defined as the 
ability of an organisation to trace changes in consumers’ needs, preferences, tastes and 
expectations in order to make some changes in product designs. The other flexibility is regarding 
volume, which stands for the organisation’s capability to respond to changes in consumer 
demand. It is often believed that such kind of flexibility can yield many benefits such as 
introducing or innovating new products and services along with product variety, controlling 
volume and delivery time (Stake et al., 1998). 
2.6 Choice of theory 
The literature review that constitutes this study is divided into four parts. In first part, literature 
relating to analysing the innovation process and forms of innovation in banking industry is used. 
This literature helps in analysing the different kinds of innovation involved by Dankse Bank and 
Nordea Bank. In second part, the reportlooks at the innovation that has been taken place in 
financial services. In third part, the literature regarding forces, which create innovationis 
discussed. This literature helps in answering the second working question. The last part 
introduces theory relating to resource-based view for innovation and competitive advantage. This 
theory will help in identifying the various resources of the banks for supporting innovation. It 
will also look at the competitive advantage of the bank in general. This theoretical framework is 
used to analyse the different parts of the projects in order to answer the research question.
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CHAPTER 3: RESEARCH METHODOLOGY 
This section presents the concept of research philosophy and research approach and research 
strategies to be used in the report. The report used interpretivism and constructionism research 
philosophy, deductive research approach and qualitative research strategy. It further describes 
about the ethical issues and the quality of research in terms of validity and reliability. 
 
This chapter articulates methodological framework on which the project is constructed. It 
describes the concept and purpose of research philosophy, research approach and research 
strategies to be used in the study. This project used interpretivismin epistemology and social 
constructionism in ontology as a research philosophy, deduction as research approach and 
qualitative research as a research technique. The chapter concludes with the quality assessment 
that includes justification of validity and reliability of the project.  
3.1 Philosophy of Science 
In general, Philosophy of Science is concerned with what it means for any science to be 
scientific and how theories relate to facts in science (Durbin, 1988). It deals about how the 
researcher constructs knowledge in the project. It involves methodology and overlaps with other 
disciplines such as epistemology and ontology. 
 
Epistemology deals with the questions `what is knowledge and what are the sources and limits 
of knowledge`? Epistemology defines how knowledge can be produced and argued for (Eriksson, 
P., &Kovalainen, A., 2008).Epistemology is about the way the researcher imagines knowledge 
(Bitsch& Pedersen, 2011, p, 222). It concerns about the acceptable knowledge. The main issues 
of epistemology arises the question of whether the social world can and should be studied 
according to the same principles and procedures as the natural science or social world (people) 
are different from the objects of the natural science. Therefore, it requires social scientists to 
grasp the subjective meaning of the social action. There exists positivism and interpretivism view 
as epistemological considerations (Bryman, 2012, p, 27). 
 
‘Positivism advocates the application of methods of the natural sciences to the study of social 
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reality and beyond’ (Bryman, 2012:28).Interpretivism, on the other hand ‘is a term given to a 
contrasting epistemology to positivism’ (Bryman, 2012:28).Interpretivism allows social scientist 
to grasp the subjective meaning of social action (Bryman, 2012, p, 30). Similarly, Wood (1999) 
explain that objective or positivist researcher focus on facts, fundamental laws, look for casualty, 
become a natural scientist and hence, the project is supported by those facts, experiments, 
survey, structured interviews in data collection methods. But, in this project, we do not take 
stance of a natural scientist and do not look for causality and fundamental laws and moreover, 
the project doesn’t experiment the subject rather it collects the facts from the social world and 
interprets the result.  
 
This project examines “How are two leading banks- Danske and Nordea – using their resources 
for innovation process and what role can innovation play in gaining competitive advantage?” 
We have collected the information about key resources, innovative products, and competitive 
edge of Danske Bank and Nordea Bank. Furthermore, the theories are interpreted and applied in 
the project in a context that fits our case study. Therefore, this project is interpretivismin nature. 
 
Ontology is known as “the theory of being as being” (Delanty&Strydom, 2003, p, 6). Ontology 
studies the conception of reality and tries to answer question “what exists in the world” 
(Eriksson, P., &Kovalainen, A., 2008).The main issues on using ontology position arises the 
question of whether social entities can and should be considered objective entities that have a 
reality external to social objects or whether they can and should be considered social 
constructions buildup from the perceptions and action of social actions. These ontological 
positions are known as objectivism and constructionism (Bryman, 2012, p, 32).  
 
Objectivism explains that ‘social phenomena and their meanings and categories have an 
independent existence or separated from social actors’ whereas Constructionism implies that 
social phenomena and their meanings and categories are continually being accomplished by 
social actors through social interaction and are constantly revised (Bryman, 2012, p, 33). 
Constructionism in ontological position states that individuals can create their own perception of 
reality to understand the social world. Constructionism does not state that there is no 
organisation or culture but rather discuss that organisation does not constrain people and the 
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system can be changed ,established, revised, revoked, renewed, updated.  
The project is constructionism in nature because social phenomena i.e. innovation has been 
continually researched by social actors and its meaning are in a constant state of revision. They 
fit into social context because they involve activities, interactions, and communications between 
and among the individuals in a society. Moreover, using resource and innovation theory of 
Barney (1991) we will construct our own understanding of the theory and reflect them upon the 
social reality in case of Danske Bank and Nordea Bank. 
 
This report will be conducted from the social constructionism perspective of reality as noted 
earlier, hence, this will have effect in the research strategies, the methods used to explore the 
empirical world and the relation seen between the theory and data. The view adopted in this 
research “what exist in this world” is not an objective view but rather a subjective view on the 
reality that exist in the world. Hence, this research project uses qualitative method to understand 
the subjectivities of case and participants in the research. 
 
3.2 Research Approach 
Above we have discussed how the knowledge is constructed in the project and there is another 
important discussion to be made in the report i.e. whether the knowledge is constructed at the 
beginning or at the end of the project. This decision directly connects research approaches: 
deduction and induction. 
 
In induction approach, researcher begins to examine the social world and, in that process, 
develops a theory consistent with what they are seeing or observing (Esterberg, Kristin G., 
2002). So, in inductive approach, analysis of the collected data or empirical findings will help to 
develop the theory i.e. construct the knowledge (Paraskevas, 2008). 
 
In deductive approach, researcher begins with a particular theory and then looks at the empirical 
world to see if the theory is supported by factor not. So, deduction approach reviews the relevant 
literature or theory, deduce it to certain hypothesis i.e. constructing the knowledge and then tests 
the hypotheses by collecting the data from empirical world (Paraskevas & Atinary, 2008). 
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Considering deductive approach,a researcher uses what they know (knowledge) and move to 
what they cannot see directly- with a clear theoretical position prior to the collection of the data.  
Similarly, according to Bryman (2012) Deductive method is an approach to the relationship 
between theory and research in which the latter is conducted with reference to hypotheses and 
ideas inferred from the former. 
This project is based on the hypothesis, which is tested with the collected data from the empirical 
world, and conclusion is drawn in the end. This project starts with hypothesis that innovation has 
a vital role in gaining competitive advantage. This hypothesis has been derived from the past 
knowledge that group members previously had on the subject and also from the theories of 
innovation; and this hypothesis is tested in case of Danske Bank and Nordea Bank. It can be seen 
that the deductive approach in this project has helped to connect the theory and empirical data.  
3.3 Quantitative Research and Qualitative Research 
A social researcher use different kinds of research methods and analysis in order to describe, 
explain or interpret the data (Denscombe, 2012).Generally, there is ‘quantitative’ and 
‘qualitative’ research. 
 
Quantitative research quantifies the problem. It is more about the numbers (numerical data) 
rather than words and uses different statistical tools. Hence, the findings are made by procedures 
of quantification and the analysis is conducted by using diagrams or statistics (Saunders et al., 
2009, p, 482).In this technique, a researcher collects data through surveys, audits, points of 
purchase, and questionnaires.  
 
Qualitative research develops an understanding of the context in which behaviours 
andphenomena take place. It concentrates mainly on emotions, behaviours and experiences and 
encourages informants to introduce concepts of importance from their perspective, rather than 
adhering to areas that have been pre-determined by the researcher. The analysis is conducted by 
using conceptualization (Saunders et al., 2009, p, 482). In qualitative technique, the most 
common method for data collection is observation and in-depth interviews with unstructured 
questionnaires.The other methods are focus groups, uninterrupted observation, bulletin boards, 
group discussions and ethnographic participation/observation. 
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This project will use qualitative research methodology to give better information of the resources 
and innovation in the banks. Qualitative research helps in providing clear understanding of the 
company and the environment. It also recognises that the subjectivity of the researcher guides 
everything from the choice of subject to study, formulating research problem, selecting 
methodologies, and analysing and interpreting data and theories. It is also qualitative in the sense 
that it focuses on words rather than numbers to collect the data.  
 
Though there is a kind of method to be followed under qualitative and quantitative research to be 
associated with the epistemological and ontological positions. Qualitative research often uses 
inductive reasoning (Esterberg, Kristin G., 2002). It follows interpretivism as epistemological 
and constructionism as ontology position. Similarly, quantitative data uses deduction reasoning, 
positivism epistemology and objectivism ontology position but these connections are not perfect 
and used (Bryman, 2012, p, 619). So, though the study is guided by the interpretivism 
philosophy, which emphasis on inductive approach to the relation between theory and research 
where theory is generated at the end of the project. However, the report use deductive approach 
to the relation between theory and research where relevant theories are tested and conclusion is 
made. 
 
3.4 Research Strategies 
The research question is formulated based on the purpose of the research and research purpose 
often used in research methods’ literature is: exploratory, descriptive and explanatory. Hence, the 
research strategies can be used for exploratory, descriptive and explanatory research (Yin, 2003 
cited in Saunders et al., 2009).  
The choice of research strategy depends upon the research question, research objectives, level of 
knowledge, amount of time, available resources and other philosophical underpinnings (Saunders 
et al., 2009, p, 141). Following are the research strategies proposed and discussed by different 
authors. 
1. Experimental strategy: It is the classical form of research where experiment is carried out to 
study casual links and mostly used in exploratory and explanatory research that helps in 
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answering “why” and “how” questions (Saunders et al, 2009, p, 142). This strategy involves 
theoretical hypothesis, selects, allocates and measure samples of individuals.  
2. Survey strategy: Survey is the most common and popular used research strategy, which is 
associated with deductive approach. The survey strategy collects quantitative data, which is 
analysed quantitatively using different statistical tools. Questionnaire and structured observation 
falls under data collection technique of survey strategy (Saunders et al., 2009, p, 145). 
3. Case study: The case study strategy helps in understanding of the context of the research. The 
case study strategy isused in explanatory and exploratory research. Case study strategy is 
generally related with the questions “why”, “how” and “what” and demands to use multiple 
sources of data. 
4. Grounded theory: Grounded theory strategy uses inductive approach(Saunders et al., 2009, p, 
148). Grounded theory strategy helps research to predict behaviour and gives more emphasis on 
developing and building theory. The data are collected without any theoretical framework. 
5. Action research: Action research strategy focuses on action or change occurred within the 
organisation. The person undertaking the action research strategy involves in the action for 
change and use the knowledge he/she has gained somewhere else. 
6. Ethnography: Ethnography strategy gives insight about the particular context or social world 
as it interprets the social world from the perspective of those who were actually involved in the 
situation. This strategy follows inductive approach and it is a time consuming process.  
7. Archival research strategy: Archival research strategy is used for the kind of research question 
that focuses on the past and changes over time. Under this strategy, it is very difficult to collect 
data since researcher has to look back the history and past data may not provide required 
information needed for the research. 
 
The research strategies mentioned above are used as per the need and intensity of the research 
question. It is often seen that survey and case study are most commonly applied research strategy 
in social science (Saunders et al., 2009). Since the project is investigating on the particular 
subject with the empirical data, it fits case study research strategy. 
 
3.4.1 Case Study 
“The term ‘case’ associates the case study with allocation, community or organisation and the 
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emphasis is upon an intensive examination of the setting” (Bryman, 2012, p, 67). In this project, 
the organisation that we have chosen are Danske Bank, which is a Danish bank and Nordea 
Bank, which is a bank operating in Denmark.The study of the location is mainly European 
countries where these banks are operating. This project is a research study of innovation in 
banking industry, which is shown by considering two banks - Danske Bank and Nordea Bank. 
The project tries to explore and conduct intensive analysis on the practical implementation of 
resources available in these banks and the significant role of innovation in gaining competitive 
advantage.  
Case study is “a strategy for doing research which involves an empirical investigation of a 
particular contemporary phenomenon within its real life context using multiple sources of 
evidence”(Robson, 2002). It is an in depth understanding and analysis of the particular issue or 
context. The research is supported by data that has been collected from various sources such as 
articles, journals, and reports. These sources have been mentioned on the bibliography section of 
the project.  
A Case study is more appropriate if the research has “how”, “why” or “what” questions and if 
the researcher focuses to investigate a contemporary phenomenon (Yin, 2009). This project 
answers “how” question along with what questions to investigate the contemporary phenomenon 
of innovation and competitive advantage in banks. Therefore, in this project a case study strategy 
is most appropriate to answer the problem formulation. 
Generally, case study can be single case and multiple cases. A single case is often represents 
critical or extreme or unique case which observes and analyses phenomenon that researches have 
considered whereas multiple cases includes more than one cases, focuses on the findings that 
occur in both cases and generalise from these findings (Yin, 2003 cited in Saunters et al., 2009, 
p, 146). Our project includes two cases i.e. case study of Danske Bank and Nordea Bank. In this 
project, we analyse these two banks and the findings from this analysis is generalised. Multiple 
case studies will help to be dynamic and understand more about that particular sector which will 
result into strong justification of the choice. 
From all the above arguments, it is evident that the nature of the project fits the definition and 
description of “case study” given by scholars, which make our project a case study. 
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3.5 Data Collection 
The data collection of our project relies heavily on the reports, journals, articles published by the 
different organisations, newspapers and the official website of the Nordea Bank and Danske 
Bank. We have considered annual reports of Nordea Bank and Danske Bank as most significant 
primary data as the data available in these reports are more accurate and reliable. The 
information and statistics in these reports are the major part of the empirical material and main 
building block of the analysis. 
The other data used in this project are collected from different sources such as books, social 
networking websites, journals, articles, and other independent researches. All the past studies and 
archives are accessed from various databases like Emerald, JSTOR, and Roskilde University 
database in order to obtain some reliable literature and empirical findings that can be applied in 
order to have a better understanding of innovation and its relation with competitive advantage. 
These sources contribute and help in understanding, and analysing the context of the subject and 
theories, which is compared with the empirical findings in the analysis section. Since this project 
is a qualitative research and is guided by the literature review, these data has contributed a lot in 
the project. It helps to understand the past and present scenario of the research study. It also 
helps to see through the perspective of other researcher or scholars by giving a second opinion 
and helps to analyse the problem clearly and most importantly helps in finding an answer to the 
problem formulation. 
3.6 Research Techniques 
As mentioned above this project is a qualitative research and we know that, qualitative research 
is conducted through different research techniques. The purpose of the different research 
techniques is to obtain much information on a specific subject. Olsen and Pederson (2011) have 
suggested six different techniques for collecting qualitative data. They are documentary 
techniques, case archives (historical documentation), interviews, direct observation, participatory 
observation, and objects, artifacts-the ethnographic tradition.  
Among the various research techniques this project use case archives (historical documentation). 
Historical or past records add important contextual background, which is required to fully 
understand and interpret a research problem. This project uses few sources from past years such 
as reports, archives, journals etc. Therefore, the project report use case archives or historical 
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documentation as a research technique. 
 
3.7 Ethical Issue 
Ethical issues are mainly related about informants, their information and the use of the 
information (Olsen and Pederson, 2008). Ethical issues are important in any kind of research. It 
is necessary to control the tension between the aims of research for generalisations to other’s 
good and the rights of participants to maintain privacy (Orb, Eisenhauer and Wynaden, 2001).  
While considering ethical issues in the project, extra care and precautions were taken and 
maintained throughout the research process. The purpose of this research study is fully academic. 
So, there is no intention to harm to anyone. Only the information that is relevant to this project is 
collected and used in order to answer the problem formulation. Obtained data and information 
will not be used for any other purposes but only for finding answering the research question. We 
have not modified any data or information and have been very appreciative to all literature that 
contributed to our project report. 
Besides this, we are not intending to follow the same procedure and include the information in 
the same research field done by any previous researchers. This helps us to meet the academic and 
systematic criteria and also help to avoid plagiarism issues that are directly related with the 
ethical issues. 
3.8 Research Quality 
Reliability and Validity 
“Reliability is the extent to which the data collection technique or analysis procedures will give 
consistent findings” (Saunders et al., 2009, p, 156). It focus on the consistency of the results 
which means that if the study is measured more than once, the results should not vary much from 
one another. According to the Olsen and Pedersen (2008), reliability explains that precise and 
well-described data have a high degree of reliability.  
Further, Reliability is about how one can rely on the source of the available data and, therefore, 
the data itself. Reliable data is dependable, trustworthy, unfailing, sure, authentic, and reputable. 
Hence, it is related with the accuracy of data. In this project, the data are collected from the 
reliable sources. Most of the empirical data are collected from the reports of the respective bank, 
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available in the website, which is the reliable source as these reports are in standard form and are 
likely to be accurate as it has been approved by top management. However, it cannot be said that 
all information are reliable as it could have been biased and modified by the banks and can be 
viewed with skepticism. It is often mentioned that reliability can mostly be well established in 
quantitative research. This project is a qualitative research and if a researcher follows the same 
procedure then the results of the study is likely to be similar. 
 
Validity is more concerned with the findings of the report i.e. whether the finding is really about 
what it professes to be about. In other words, Validity is the extent to which data collection 
method accurately measure what they were intended to measure (Saunders et al. 2009, p, 157). It 
shows the causal relationships of the two variables in any research. This relationship will explain 
the integrity of the outcome of the research. This implies that our findings will have a valid 
argument. In the report, the chosen literature is appropriate. Since we have collected all the data 
based on the theoretical framework, it is evident that our project is valid.  
 
3.9 Limitation of the project 
• This project report doesn’t have any interviews from the employees of concerned 
department of the Danske bank or Nordea bank. We approached these banks through email 
and personal visit but unfortunately, due to the bank’s certain rules and regulation and the 
long procedure we couldn’t involve their perspectives in project. However, we collected 
much information about these banks through other sources as mentioned in data collection 
methods.  
• We didn’t have much time go deeper in this topic and investigate more about the 
operations of Nordea bank and Danske bank because of the time constraint. The writing of 
the project was running parallel to our normal class work calendar.  
• The project is written in a general way, not being too precise. This is because the banks 
have similar business and operate in the similar way.  
• The analysis is limited to the descriptive form. The literature review is integrated with the 
collected data. However, to avoid it, we try to be critical and put some of our opinions and 
views in the discussion section. 
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CHAPTER 4: CONTEXTILISATION 
 
This chapter gives the overview of the case study. It begins with the introduction of the Danske 
and Nordea bank with their brief history and mergers and acquisitions. It also includes mission, 
vision, strategies and other information about the respective bank.  
 
4.1 Company Description of Danske Bank 
Brief History 
Danske Bank is largest bank in Denmark and one of the leading financial enterprises in Northern 
Europe. Danske Bank is a Danish bank and its head office is in Copenhagen, Denmark. It is 
considered as the oldest and historical bank that was initially founded as Den DanskeLandmands 
bank on October 5th 1871 by the Danish saddler Gottlieb Hartvig Abrahamsson Gedalia. By the 
year 1910, it became Scandinavia’s largest bank.  
 
Following World War I, the bank encountered severe economic crisis but was bailed out by the 
Danish Central Bank. However, Danish society felt its effects for a long time due to the large 
size of the company. Despite the postwar crisis, Danske bank maintained its position as the 
largest bank in Denmark.The bank continued to expand its branches in greater Copenhagen and 
other cities and towns from 1930 to 1958. In 1976 the bank changed its name from Den Danske 
Landmandsbank to Den Danske Bank due to its large size, high share of customers in Denmark 
and also because of the fact that the bank no longer exclusively focused on farmers(see Danske 
bank history, link 2). 
From the period 1960 to 1990 there was a liberalisation of Danish banking legislation. This   
means that Danish banks were now free from regulations and hasfewer restrictions on marketing, 
product development and technological innovation, which helped more effectively in their 
businesses. This liberalisation or deregulation increased the level of competition from banks that 
already exist on the Danish market and also from new entrants (see Danske Bank History, link 
2). As a consequence of this deregulations and growing competition, on April 6th 1990 Den 
Danske Bank merged with two other Danish banks – Handelsbanken and Provinsbanken under 
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the name Den Danske Bank. In 2000, Den Danske Bank shortened its name to Danske Bank (see 
Danske Bank History, link 2). 
At present, Danske Bank is located in most of the European countries and also in USA. In USA, 
it operates as Danske Market Inc New York where it offers various services in the financial 
market to US investors. To quantify, Danske bank has around 353 branches in 15 countries and 
has 18,907 full-time employees. It has 3.8 million customers and 2.2 million active Internet 
customers.6 At 31 December 2013, the core tier 1 ratio of Danske bank was 14.7% and the total 
capital ratio was 21.4% (Danske bank, annual report 2013). 
 
Mergers and Acquisitions 
After the merger between three banks - Den Danske Bank, Handelsbanken and Provinsbankenin 
1990, the company has been involved in a series of mergers and acquisitions. The bank was 
benefited from this merger and became a technological leader due the integration of these three 
bank’s IT systems. Hence, the financial performance of the company improved from the middle 
of the 1990s, and the price of the shares rose upward (see Dankse bank history, link 2). 
 
In October 1995, the company purchased Danish pension fund Danica Pensionfor an undisclosed 
amount and in 1997 the company purchased Swedish bank ÖstgötaEnskilda Bank for 1,8 billion 
DKK. The Nordic crusade escalated in 1998 when Den Danske Bank purchased three stock 
broking companies in Norway, Sweden and Finland. It also purchased Norwegian bank Fokus 
Bank, at an amount of 6 billion DKK.  
 
In 2000 Danske Bank acquired the Danish Bank BG Bank and the provider of mortgage finance 
Realkredit Danmark. This mergers and acquisitions helped Den Danske Bank to establish its 
position as market leader on the Danish financial market. The BG Bank continued to operate on 
its own name until 2007 when it was fully integrated into the existing Danske Bank brand (see 
Danske Bank history, link 2). 
 
                                                           
6http://www.danskebank.com/en-uk/About-us/Facts-about-us/Our-business/Pages/our-business.aspx 
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On December 14, 2004, Danske Bank purchased Northern Bank and National Irish Bank and 
notified the Copenhagen Stock Exchange. These two banks are now integrated in the Group’s 
shared IT platform. 
In November 2006, the Danske Bank acquired Sampo but the official permit was granted only on 
January 2007. The acquisition also included Sampo Bank’s other subsidiary banks in the Baltic 
countries and Russia, as well as its other various investment companies such as Mandatum Asset 
Management Ltd., Sampo Fund Management Ltd., Mandatum & Co Ltd. and Mandatum 
Stockbrokers Ltd. As a result of acquisition, in 2008 Sampobankas in Lithuania changed its 
name to Danske bank as and adopted the company’s blue-white design. Sampo Pank in Estonia 
also adopted the Group’s design but kept its name, which is a well-established brand in Estonia. 
Sampo Banka in Latvia changed its name to Danske Banka and adopted the new design (see 
Danske bank history, link 2). 
 
Vision and Mission 
Danske Bank’s vision is to be “recognised as the most trusted partner” and its mission of is 
“Setting new standards in financial services”. This vision and mission serves as the guideline for 
the new strategy.7 
 
Strategy 
To achieve its objective, Danske bank has set new standards for banking operations and focuses 
on four main areas: 
• Advisory services and solutions - The bank sets new standards for proactive, holistic 
advice and solutions. 
• Customer interaction - It sets new standards for where and how customers interact with 
the bank. 
• Transparency and financial strength - The bank enhances transparency and uses capital 
efficiently. 
• Responsibility – The bank continues to set new standards for social responsibility. 
 
                                                           
7www.danskebank.com/en-uk/About-us/strategy/Pages/mission.aspx 
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Core Values 
Danske Bank work with five core values: 
• Expertise – through high standards of quality and professionalism 
• Integrity – in business affairs and as part of society 
• Value creation – for shareholders, customers and employees 
• Commitment – to customers’ financial affairs 
• Accessibility – electronic and physical 
These core values serve as guideposts and quality parameters for the bank in their daily work and 
also in performance appraisals.8 
 
Company structure 
The organisation is divided into product specific business units and functional units. The product 
specific business units are: Personal Banking, business banking, corporate and institutions, group 
risk management and group finance and legal. A member of the executive board has the 
responsibility for each of these product specific units and the assigned manager handles 
functional units. At the top, CEO has the responsibility for the overall functioning of the 
organisation.  
 
Ownership structure 
The 20 largest shareholders together owned about 51% of the share capital.Danske Bank 
estimates that shareholders outside Denmark, mainly in the UK and the US, hold almost 48% of 
its share capital.At the end of 2013, Danske Bank had about 303,000 shareholders.  
The A.P. Møller and ChastineMc-Kinney Møller Foundation and companies of the A.P. Moller - 
Maersk Group, Copenhagen, hold 22.84% of the share capital.Cevian Capital II GP Limited, 
Jersey, represents 9.29% of the share capital. At the end of 2013, Danske Bank itself held about 
0.8% of the share capital (Danske bank annual report, 2013). 
 
                                                           
8http://www.danskebank.com/en-uk/About-us/strategy/Pages/core-values.aspx 
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Source: Danske Bank Annual Report, 2013 
 
The bank holds a significant share of the business, institutional and public-sector segments. Its 
shares are listed on stock exchange such as NASDAQ OMX Copenhagen and are also included 
in a number of Danish and international share indices. 9 
 
Core business activities 
Danske Bank offers a full range of banking services, with an emphasis on retail banking. It has 
organised its business into three units - Personal Banking, Business Banking and Corporates & 
Institutions. 
 
Personal Banking - Danske Bank offers personal advisory services as per the demands. It also 
offers wide range of financial products and services such as day-to-day baking, savings,property 
financing, leasing, insurance and pensions and eBanking. Danske bank also provides different 
cards services such as Visa, Dankort, and MasterCard etc.  
For the personal banking or day-to-day activities to be more efficient, the bank is using 
innovative digital solutions, which increases accessibility and makes customers feel more 
confident financially (annual report, 2013). 
 
                                                           
9http://www.danskebank.com/en-uk/About-us/Facts-about-us/Pages/Facts-about-us.aspx 
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Business Banking - Danske Bank offers a different products and services targeting the various 
needs of its business customers. It provides proactive advice, banking solutions, and maintains 
stability and risk management. 
 
Corporates & Institutions - Danske Bank meets the need of large corporate and institutional 
clients by offering market leading products and services which includes e-trading services and 
strong cash management solutions.  
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4.2 Company description of Nordea Bank 
Brief Introduction 
Nordeais the largest financial services group in Northern Europe.10 Its head office is in 
Stockholm, Sweden. It is the bank guided by its own established customer-centric and advisory-
led relationship strategy. Nordea has a market capitalisation of approximately EUR 39.7bn, total 
assets of EUR 630 bn and a core tier 1 capital ratio of 14.9% (Nordea annual report, 2013). 
 
The history of Nordea Bank includes some 300 banks that have been founded from the year 
1820s onwards. Due to the various mergers and acquisitions, the number of banks decreased to 
80 in the 1970s and 30 banks in the 1980s. In the 1990s there were only few banks left to form a 
new bank group. In 1997, the Finnish Merita Bank merged with Swedish Nordbanken forming 
Merita Nordbanken. Later in 2000, Merita Nordbanken and the Danish Unibank merged and the 
group was named as Nordic Baltic Holding. In the same year, the Norwegian Christiania Bank 
and Kreditkasse also joined the merger and by the end of 2001 the group decided to conduct all 
operations under the common brand name Nordea (Nordea Bank, Appendix 4). 
 
Nordea AB is today Scandinavia's largest bank with its primary operations in Sweden, Denmark, 
Norway and Finland. It also has its subsidiaries in Estonia, Latvia, Lithuania, Poland and Russia. 
Nordea has the largest customer base of any financial services group in the Nordic region with 
approximately 10 million personal customers of which 3.2 million gold and private banking 
customers and 540,000 corporate and institutional customers. With a highly competitive e-
banking service, Nordeabank has the largest distribution network in the Nordic and Baltic Sea 
region. 
 
Mergers and Acquisitions 
Nordea Bank is the product of several mergers between the banks of Scandinavian countries (see 
appendix). Since its operations under the name Nordea, it has acquired several companies. 
Onjuly 2001, it acquired Postgirot Bank at an amount of SEK 4.1 billion (EUR 440 million). The 
acquisition was made to strengthen its competitiveness and increase the customer base. In 2002, 
                                                           
10http://www.nordea.com/About+Nordea/51332.html 
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Nordea signedan agreement with LG of Korea to purchase 54.3% of the shares in the Polish 
Bank LG Petro Bank. It made a tender offer for all outstanding shares in LG Petro Bank at PLN 
21 per share (EUR 128 million). Nordea Finance Finland Ltd purchased Sonera gateway Ltd, 
which is a wholly owned subsidiary of the Sonera Corporation. In the same year, Nordea 
acquired substantial part of Zurichs's non-life lines of business in Denmark and Norway .On June 
2004; it acquired Kredyt Bank’s operation in Lithuania. The acquisition was done to give a 
continuation of Nordea's strategy in building up a branch network that covers all the main cities 
in the Baltic Sea region.On September 2004 Nordea increased its shareholding in International 
Moscow Bank (IMB) to 26.44% from 21.7%. 
Similarly, on June 2005 Nordea purchased Sampo's Polish Life & Pension business that included 
two companies Sampo PTE and Sampo Life S.A in Poland. The transaction was done at an 
amount of EUR 95m. 
On November 2006, Nordea signed an agreement to purchase 75.01% of shares in JSB Orgres 
bank in Russia.So, on March 2007, Nordea acquired a majority stake i.e. 75.01% in Orgresbank 
in Russia for USD 313.7 million (EUR 246 million).This partnership help bank to explore 
opportunities in Russian market and strengthen Nordea’s platform for servicing Nordic 
customers conducting business in Russia. Nordea Bank acquired the remaining share i.e. 24.99% 
of Orgres bank on December 2008 and that company was renamed to OJSC Nordea Bank in 
2009.  
Further on September 2007, Nordeaincreased its Swedish branch network with one third by 
signing an agreement with SvenskKassa service and taking over 70 branches in Sweden. Later 
on November,Nordea Bank Norge ASA purchased 67% share of a norweigan estate agency, 
PRIVATmegleren. In 2008, Nordea acquired nine branches from Roskilde Bank to strengthen its 
position in the Zealand region in Denmark. 
 
Furthermore, on August2009, Nordea Bank acquired Fionia Bank in Denmark, which had around 
75,000 household customers and almost 10,000 corporate customers, excluding the “bad bank” 
part.11On September 2010 Nordea and other banks operating in Sweden established a joint 
                                                           
11http://www.nordea.com/About+Nordea/Nordea+overview/History/Divestments+Acquisitions+2009/148
0102.html 
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company for their ATMs. These mergers and acquistions have helped the Nordea Bank to 
expand its operation and be in the position that it is at present.  
 
Vision and Mission 
Nordea’s vision is to be a Great European bank, acknowledged for its people, and creating 
superior value for customers and shareholders. It aims to be future relationship bank i.e. to be 
recognised as a strong brand with clear values and have a convincing equity and market 
commitments.12 
 
Strategy 
To achieve it vision and mission, Nordea has segmented its household customers and corporate 
customer; and initiated household strategy and corporate strategy. It develops a distinct value 
proposition for each of these segments and provides the best service, advice and solution to its 
customers.  
 
Core Values 
Nordea’s vision and strategic targets are firmly supported by its core values that are:  
• Great customer experiences- understands, think and act with the customers in mind and 
deliver service professionally. 
• It’s all about people and- acknowledges people and enables them to perform and grow. 
• One Nordic team -believes in team and work together across the organisations to create 
value. 
 
Company structure  
Nordea has divided its structure into geographical, functional and key business areas. The 
President and the group CEO control all the activities of the group in various regions. 
The group’s business organisation includes two main product areas: banking products and capital 
markets & savings. Banking products refer to account products and transaction & finance 
products. Capital markets & savings refer to capital markets products, savings & asset 
                                                           
12http://www.nordea.com/About+Nordea/Mission+vision+and+values/51342.html 
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management and life & pensions. The product area divisions are responsible for the product and 
delivery of services.  
 
Finally, there are Service and Group functions, Group operations, Group corporate centre, Group 
credit & risk control and Group legal. It has approximately 800 branches, call centres in all 
Nordic countries. As of 31 December 2013, Nordea has about 31,300 employees, currently 
working for them (Nordea annual report, 2013).  
 
Ownership structure 
NordeaBank is a publicly owned company. Its two largest owners are Finish institutions 
(including Sampo plc) with 26% holdings ofNordea share and the Swedish institution with 22% 
holdings at the year-end. At the end of 2013, non-Nordic shareholders hold 31% of shares of 
Nordea bank (Nordea annual report, 2013).  
 
Products and Services 
Nordea offers a wide range of products and services. These include various account and 
transaction services, finance products, capital markets products, cash and investment 
management, security services and life & pensions. 
The main account products are:  
• Savings and Lending  
• Deposits  
• Cards  
• Private Netbank 
• Mobile Banking 
• Pensions and Insurance 
 
The main capital markets products are:  
• Risk management  
• Synthetic foreign bonds 
• Certificates 
• Online investments 
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The main transaction and other products are:  
• Cash management  
• Trade & project finance  
• Financing services  
• Premium services 
 
Apart from these products and services, Nordea Bankalso offers customised products for 
different corporate customers. This type of products is country and customer specific and varies 
with the local terms and conditions.  
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CHAPTER 5: ANALYSIS  
 
In this chapter, the collected data are described in comparison with the chosen literature of 
innovation, and resources based view of competitive advantage. The analysis starts with the 
identification of tangible, intangible and competencies of Danske and Nordea Bank, their nature 
of innovation that support them for maintaining their competitive position in the market along 
with critical views  
 
Resource, innovation and competitive advantage 
Organisation always tries to match between its internal resources and skills…and the 
opportunities and risks created by its external environment (Grant, 1991, p. 114) in order to gain 
competitive advantage. This could be only materialized by organisational innovative capabilities.   
Grant believes that the strategy of gaining competitive advantage should be based on exploiting 
the relative strength of the organisation particularly its resources. We believe that this strategy 
can as well be applied to the banking industry. It is therefore important to analyse the banking 
sector thoroughly focusing on its resources.  
 
Regarding to banking sector (for example Danske and Nordea Bank in our case), we categorise 
the banks resources according to the criteria given by Fahy, (2000, p. 99) in terms of tangible, 
intangible and capabilities, which can be characterized in the following table. 
 
Resources of (Danske and Nordea bank ) classified based on Fahy (2000) 
Tangible assets Land, Building,Equipment, Personal  
Intangible assets  Client trust, data bases, network, reputation  
Capabilities  Team embodied knowledge, organisational culture, organisational history, 
managerial skills  
Own source  
Tangible assets relevant to the financial service industry are land, building, equipment and 
personnel which are almost similar in both banks- Danske and Nordea. Danske Bank Group has 
more than approx. 5 million private customers that are serviced by more than 21.000 employees’ 
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from353 branches in 15 countries (Danske Annual report, 2013).Nordea has around 10 million 
customers, around 800 branch offices, around 31,000 employees operating in eight home 
markets(Nordea Annual report, 2013).  
 
High skilled personnel have potential to generate high competitive advantage for the bank by 
gaining superior financial return (Smart and Wolfe, 2000, p.136).However, it is our view that 
such personnel can be hired easily by the competitors by providing attractive incentives such as 
better pay. In this case, we can argue and conclude that personnel are not imperfectly mobile and 
their competitive advantage has potential of being short lived. Building, land and equipment, and 
other tangible resources, despite being valuable, are easily duplicated and henceare not the 
source of sustainable competitive advantage (Clulow, et al., 2003, p. 222). 
 
We examined client-trust, intellectual property, databases, network and reputation are the main 
intangible assets in financial services industry like Danske and Nordea bank. These intangible 
assets are more complex and difficult to define and identify from their traditional annual reports 
than tangible assets. These complex and specific intangible resources can build barrier to 
duplication by virtue of their characteristic of inimitability, immobility and non-
sustainability(Fahy, 2000, p, 97)since they results from “accumulated firm- specific activities” 
(Fahy, 2000, p, 98) and have followed a particular path of development, which exists in our case 
as two banks Danske and Nordea. Though both banks have the same business but they have their 
own network, history, background and culture from the very beginning of their establishment, 
which cannot be imitated by other banks.  
 
Networks are based on organisational relationship as well as on person contacts and can take 
relatively longtime to nurture and grow. Stakeholders in both Danske and Nordea bank are same. 
Stakeholder such as customers, employees, shareholders, investors, business partners, suppliers, 
local, national and international authorities, politicians, medias, financial associations and the 
general public are the main sources of network for these banks.Both banks try to increase and 
build strong networks with the mentioned stakeholders. 
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Regarding to case, Danske bank from its stakeholder policy illustrate that the bank’s success 
depend on its ability to maintain good and trusting relationship with its stakeholders through 
open and constructive dialogue as well as by considering stakeholders’ views when they make 
important decision. The bank dialogue with the stakeholders is based on the principles of 
timeliness, integrity and responsibility, and accessibility (see stakeholder policy of Danske 
Bank). Danske bank has also issued the customer policy to make sure that it gets the client trust 
and value creating relationship. Here, employees have a particular responsibility for ensuring that 
customers are given appropriate information in keeping with sound business practices. 
Employees should endeavour to ensure that customers know the consequences of their financial 
decisions, including any risk of loss (see stakeholder policy of Danske Bank). For example, 
employees should not recommend that customers buy Danske Bank shares. This implies that, 
customers should be left to make their own informed choices on where to invest. All 
communications made by employees through all channels with clients are open, truthful and 
unambiguous committing themselves to provide clear and transparent information to customers. 
Further, Danske bank is earning its goodwill or reputation from its investor policy, as it keeps in 
contact with investors and analysts. For example, the bank frequently communicates with its 
investors and analyst through regular roadshows, ad hoc calls, investor conferences, e-mails, 
group and individual meetings, and messages. The bank also host capital markets days and 
similar events as needed in order to further increase transparency and dialogue with its 
investment communities. 
 
Similarly,Nordea Bank made a short illustration to clarify the role as well as the importance of 
trust and confidence - between the banks and customers, banks and its lenders, banks and 
regulators and finally, banks and society at large (Watch the video Appendix 2). According to 
Christian Clausen, President and Group CEO Nordea stated, “We recognise that we are part of 
society and want to do our share in creating a sustainable future.” He further mentioned giving 
importance to trust, reputation, and confidence that “Everything everyone does at Nordea has 
one purpose only: to create great customer experiences. At every level of our organisation, this 
message is the most important guidance for every action and every decision (annual report 2013, 
Nordea bank). We want to create long-term relationships with our customers, built on trust and 
accountability. We strive to understand our customers’ needs, present and future, and aim to 
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make sure that our customers understand us, what we offer and why we suggest a certain service 
or solution.”  From this statement and looking at Nordea’s vision statement, we can conclude 
that Nordea focuses mainly on how to built relationships with its stakeholders.  
Moreover, during our research process, we found that Nordea has done massive response survey 
among its network in 2013 where they conducted a virtual web based “brainstorming dialogue” 
with all stakeholders, which is characterized in the following table.  
 
 
Source : nordea bank annual report , 2013 
The successful development and deployment of key intangible assets thus may facilitate the 
acquisition of tangible assets such as high quality people, which enables a bank to be more 
competitive in the market (Clulowet al., 2003, p,223). 
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Similarly, both banks have their own databases that contains information which can be used to 
build client trust relationship, promote loyalty and built a stronger ties. Reputation and clients 
trust is also time-path dependent and accrue over time as the result of the history of honest 
dealing (Dierickk and Cool, 1989). Financial services are very complex and in some case 
commercially sensitivity, so client always prefer to do business with those they know and trust. 
Reputation with respect to the firm’s integrity and quality and independence of advices creates 
values since it enables the bank to gain business from rivals and attract high quality people to for 
the firm.   
 
Capabilities are company’s ability to manage resources, which are the outcome of investments in 
resources areas (Collis, 1994). They represent the ways that people and resources are brought 
together to accomplish work, which are not easy to measure (Harvard business review, 2004). 
Lipasti (2007, 190) also describes capabilities within organisation as an ability to generate 
outcomes, for instance desirable customer service. 
Regarding to the case, both banks Danske and Nordea are using their capabilities by their own 
way to get success in the market. Some of the common notable capabilities of both banks that 
creates value for the stakeholders are: their organisation history, culture, the way they promote 
their entrepreneurial process, their marketing skills, technological and market knowledge with 
the sense of adaptability. Traditionally customers would go to a bank, but now an increasing 
number of operations can be done online with the help of e-Banking which has been provided by 
both Banks. .  
 
Internally, banks are supported by their strategy, structure, system and people (Afuah, 2003). 
Competencies and assets are the function of innovation and innovation is the use of new 
knowledge either technical and market (obtained from these assets and competencies) to offer a 
new product or service that customers will want or demand (Afuah, 2003). Motwani et al. (1999) 
explained that the resources and structure of an organisation is important to innovation as it 
supports innovation in banking sector, for both the product and process of innovation. Product 
innovation occurs when a new or improved product is introduced to the market while process 
innovation is an adoption of new ways of making products or services (Maravekalis et al., 2006). 
With respect to this the following section highlight how resources and competencies are 
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practiced by Danske Bank and Nordea Bank for their innovation process in the form of 
innovation which will be followed by the link between innovation and competitive advantage.  
 
Product/service innovation in Danske and Nordea Bank 
Nordea and Danske bank continue to innovate and come up with new products in order to satisfy 
their customer needs. In line with Fri, et al. (1998), both banks have rolled out new products that 
allow customers to access services at any time and any-where they are. This is a push factor, 
which has made Danske and Nordea bank to come up with these products. For example most 
recent, in 2013, Danske bank came up with a number of market leading digital solutions in order 
to satisfy the customer needs for round the clock services demand. One of the services, which the 
bank came up with, is the Mobile Pay (Annual report, 2013 p. 21). This service makes it easy for 
Danske bank customers to transfer money from their comfort zones using their mobile phone 
devices. The application is available to both business and private customers of the bank. Another 
service that has been introduced by both banks due to changing customer needs and 
improvement in technology is the online meetings platform. The introduction of platform has 
enabled Nordea and Danske bank to meet with their customers anywhere they are at any time.  
At the same time, Danske bank introduced real time customer spending overview to its e-
banking facility. This facility allows customers a graphic, real-time overview of their spending 
and spending categories in e-banking, tablet banking and mobile banking (annual report 2013 
p.22). This one specifically refers to the improvement or addition of new features to the existing 
service in this case, to the e-banking (OECD, 2005).  Even though Nordea and Danske bank have 
come up with these new innovative products, it is our view that they won’t give the banks a 
sustainable competitive advantage. This is because other service providers in the same industry 
can easily copy some of these innovations and roll the same to their customers.   
 
Process innovation: 
In the service industry, it is quite problematic to distinguish between product, service and process 
innovation. This is because in this industry the products, services and processes overlap one 
another (Fasnacht 2009 p.58). So, how do we identify the process innovation in Danske or 
Nordea bank? Process innovation entails the putting in place of new systems of doing things or 
performing tasks in order to reduce the cost of doing that particular business (OECD, 2005).  
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According to Lazo and Woldesenbet (undated p.4) Process innovation in organisations take an 
internal dimension, and seek to develop new capabilities, competencies or routines and are 
majorly efficiency driven. On the other hand, product innovations focus on the market and are 
majorly customer driven. For example with the introduction of the online meeting services 
Danske and Nordea Banks have improved on the previous process where the customers used to 
travel physically to the bank to meet with the bank advisers. We can take the online meeting as a 
new delivery method for the advisory services, which has originated from the decisions of the 
management on how to reach out to their busy clients who do not have time to visit the bank 
during working hours. From this perspective, we say that this is process innovation because it 
has originated from the bank and is geared to efficiency.  Also in this category of process 
innovation is the task of transacting bank business such as sending money.  By introducing the 
internet banking and Mobile Pay the process of sending money has greatly been improved. First, 
customers used to transact by personally appearing at the bank cashiers. Later, with the 
introduction of the Internet banking, they were able to transact from home through their 
computers and at present, with introduction of Mobile Pay, the process has been improved and 
customers can transact at any time and from whenever they are. Another process innovation that 
has specifically taken place at Nordea Bank is the introduction of the Automated Deposit 
Machines (ADM). This ADM allows customers to deposit cash by themselves without requiring 
the services of the bank employees.  In this situation, we can conclude that customers can access 
their services conveniently and at the same time banks are able to save on the costs of operations.  
 
Marketing innovation in Danske bank and Nordea bank 
With the introduction of the new customer programme, Danske bank has introduced a new 
system which involves introducing new ways of notifying customers of available services, their 
usage, prices (OECD, 2005).  In this new system, Danske bank customers are able to choose and 
register for the customer programme, which fits their needs, operations and finances. Through 
these programmes, customers are able to get better prices and more benefits from the bank. 
These new customer programmes introduced by Danske bank include; the Basis programme for 
customers whose business volume is below 60,000 kroner, the Ekstra business programme 
whose business volume is between 60,000 kroner and 750,000 kroner, Eksklusiv programme 
whose business volume is between 750,000 kroner and 2,000,000 kroner and finally the 
Resource, innovation and competitive advantage  Page 56 
 
Eksklusiv+ programme whose business volume is over 2,000,000. Each of these programmes has 
specific benefits tailored to that particular programme and the customer is given an opportunity 
to choose the suitable programme. On the other hand, Nordea bank is marketing it products and 
services through the high quality remote meetings. Through these meetings, Nordea has been 
able to support and provide more complex advice and provide a better customer experience to its 
customers.  
 
Organisation Innovation 
Danske and Nordea Banks have put up new measures in the credit department for customers to 
get faster credit processing. This has been achieved through the strategic management decision 
of moving credit decisions closer to the customers by coming up with strong regional credit 
offices. In line with OECD, (2005) that organisational innovation may increase the company 
profitability and efficiency, this organisational innovation at Danske bank has seen 75% of credit 
applications being handled at the created regional areas instead of at the central area as it was 
previously (annual report, 2013 p.27). On the other hand, Nordea bank has chosen to partner 
with Tieto in order to provide efficient e-banking services to its customers. This system is highly 
scalable and secure, thus making it ideal for multi-country rollout. As a result of this 
organisational innovation at Danske and Nordea banks, their customers are able to access quick 
decisions for their credit applications and finally they ultimately are able to make their 
investment decisions earlier enough as they get secure internet banking services.  
 
This form of innovation leads them to help gain competitive advantage, which is characterized in 
the following section. 
 
Link between resources, innovation and competitive advantage 
Danske Bank participates in the innovation consortium from the various networks as mentioned 
above. For instance:Community-Based Innovation is used to improve their consumer driven 
product and service innovation. By analysingcampaign on their Facebook community Danske 
Idébank were able to gain new knowledge of how to increase user involvement in value creation. 
By using Facebook as a platform, there is a high chance of getting a large amount of ideas or 
inputs, as users seem to feel at home and comfortable in this platform. The users will comment 
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and provide feedback to the bank and on the other hand, they can also suggest some innovative 
products or process. In fact, mobile pay, which is a product of Danske bank, is the result of 
community-based innovation. So, we can say that this platform is helping the bank to be more 
innovative and come up with new products. But the challenge in this type of idea competition is 
that user of Facebook who are involved in the competition are somewhere between marketing 
and innovation. The bank's product and service innovation process can thus be enhanced through 
engaging in a closer dialogue with external people - especially, when it comes to getting more 
and better ideas and to supporting the decision making processes of an organisation. All such 
developments take place in a cost-effective way and also help to increase the job satisfaction for 
the bank's business developers by providing a channel for continuous feed-back and help. 
 
Thus by reacting with initiatives within the identified priorities boost the innovation process of 
the bank and this innovation process has given Danske Bank potential business value in the 
following areas: 
1. Customer satisfaction and loyalty 
2. Optimized innovation process 
3.  Employee satisfaction  
4. Development and materialized of idea in a cost effective way 
5. Getting continuous feedback and help  
It is important to note that the above-improved areas within Danske bank are not innovations 
perse, but they are the outcome of community-based innovation. 
 
Michal Porter (1985) considered that competitive advantage grows out of value of a firm. Value 
is what customers are willing to show their loyalty and satisfaction to the company. Thus, 
Danske Bank in this respect has increased the potential value of the bank by recognizing 
competitive advantage as a strategic goal; that is a dependent on the innovation process, which 
could be obtained by the effective use of their network as intangible resources. Besides this, 
Clark, Hayes, and Wheelwright (1988) suggested that firms compete in the marketplace by the 
virtue of one or more of the competitive priorities, which areTime, quality, and cost along with 
flexibility. These competitive priorities are analysed in case of Danske Bank and Nordea bank, 
which is explained below. 
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As mentioned, Danske bank is using community-based innovation, which could get significant 
amount of information in a cost effective way, thus this also helps to maintain competitive 
advantage of the bank.  
 
Similarly Nordea Bank has enhanced its competencies through process innovation by upgrading 
its international voice conferencing options for traders between its Copenhagen, Oslo, Helsinki 
and Stockholm offices after deploying Trading Solutions’ Business Conference and Trade Voice 
solutions from Orange Business Services. This helps them and their associated stakeholder to 
trade easily by reducing unnecessary cost associated with the transaction, giving customer better 
experience about the services.  Business Conference is a managed permanent voice conference 
service-providing Hoot ‘n’ Holler voice meetings between trading systems users located on two 
or more remote sites. Users can access up to 40 simultaneous connections and do not need to dial 
before starting a conference, they simply press a single button and communication remains open 
and ready for traders using the service at any time. This leads to increase the competitive 
position of the Nordea bank in the market too.  
 
Innovation has positive impact on quality, adopting innovation lead to new products and services 
and new ideas as well. Improving the quality in general allows banks to compete in the markets 
based on the characteristics and the specifications of its products and services; also innovation 
provides better quality and utilizes production methods efficiently (Abou et at 2012, p.7). Danske 
Capital’s business strategy builds on a profound wish to always deliver substantial value to 
clients in terms of high quality that crates value to customer. “We do it by focusing on selected 
investment areas within which we have the knowledge, competencies and resources to deliver 
superior performance…. Our size and negotiating power enable us to obtain high quality, 
competitively priced products to the benefit of all our clients, institutional as well as retail 
(Danske Bank annual report, 2013).  
 
Following are some of the product innovation and process innovation in Danske bank that lead 
them to remain competitive position in the market.  
1. Spending Overview: Gives customersa graphic, real time overview of spending and 
spending categories in e-Banking, tablet and mobile banking. 
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2. Mobile Pay: Makes it veryeasy to transfer with a smart phone for personal customers 
and, in early 2014, for business customers, who will beable to receive payments from 
customers by smartphone. 
 
3. Online meetings: Enable customers to meet with us at the time and place that suit them. 
Available for personal customers and will be ready for business customers in 2014. 
 
4. “Pensionstjek”A tool forcustomers to check whether they have the proper savings or 
insurance cover. Available to all customers in 2014. 
 
5. Health checks: This customised health portal offers an online health check, tips on 
preventing illness and tools for a healthy lifestyle. 
 
6. Mobileand tablet business apps: Enable customers to monitor their accounts and 
manage their finances easily and conveniently when they are on the move. 
 
7. Business Online: A more intuitive, user-friendly design and top menus enhance the 
customer experience. 
 
Similarly, Nordea Bank is using its capabilities to offers customers’ easy access to competent 
advice combined with easy to use self-service options. This multichannel relationship set-up 
means the customer will choose where, how and when to interact with the bank. Nordea bank 
developed its services and accessibility to further support the relationship with their customers in 
all channels. (See appendix 2). According to Casper von Koskull, Head of Wholesale Banking 
came with Nordea relationship banking model that helps banks to understand customer’s 
business and add competitive advantage by their long-term business success (bank annual report, 
2013) which adds quality and helps to maintain competitive advantage for bank asstated by Clark 
(1998). The main innovation features of Nordea bank are on the following areas (bank annual 
report 2013 see in appendix 2). 
 
Resource, innovation and competitive advantage  Page 60 
 
1. Mobile: The extent of bank services available via smart phones, including the most 
important daily services, continues to increase. The number of mobile logons has 
increased to over 180 million logons, by 117% from last year. 
2. Contact Centres: Contact centre advisors are trained to handle more and more complex 
financial matters that used to require a branch visit. During 2013 the Contact Centre 
opening hours were upgraded to 24/7 in all Nordic countries. 
3. Chat: Norwegian customers were able to chat with the Contact Centre. Personnel solved 
around 70% of the issues directly in the chat. 
4. Cash: Nordea increased access to automated solutions for basic cash services like foreign 
exchange and deposits in ADMs (Automated Deposit Machines). In 2013 Nordea 
installed391 new ADMs. 
5. Faster automated processes: Nordea can now provide customers with quicker 
responses. More than 70% of loan promise applications in Sweden were provided within 
instant credit decision. 
6. High quality remotemeetings: Nordea piloted and collected experiences on how to 
conduct high quality remote meetings that support more complex advice and provide a 
better customer experience. Experiences show that 9 outof 10 customers would like to 
meet remotely again. 
 
Thus, Innovation in terms of process and product that has highlighted as a case of Danske Bank 
and Nordea Bank has positive impact on cost. Innovation reduces cost of both products and 
process, allowing banks to offer quality products and services with lower cost, and reduce the 
overall cost of operation. Lastly, innovation has positive impact on flexibility; adopting 
innovative methods in products and process allow banks to customize its products and services 
based on customer requirements.  
 
Though the larger bank like Danske and Nordea have competitive advantage on the market by 
coming up with new innovative products and process with an effective use of their resources but 
these banks are still challenged by other retail banking, mortgage and insurance companies as 
well as retail, telecommunications, and utility sectors that offer financial services as a part of 
their engagements. The competition in financial service sector increases due to the rapid change 
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in technology, globalisation of the financial markets, changed consumer patterns and demands. 
To remain competitive and stay in market, some banks have entered into joint ventures and 
merged with companies from different industry (in particular retailing, telecommunications, and 
utilities) where such companies then operates as the distribution channel for a range of banking 
products (mostly starting with payment cards). The bank then delivers all the back office 
operations to the retailer, telecommunication, or utility company and it ensures that compliance 
procedures are maintained.  
 
Though banks like Nordea and Danske are trying to retain their existing customer and increase 
their customer, however, it has been seen that still many customers spread their engagements. 
Customer of one bank opens an account in 2-3 other banks corresponding to their requirements 
and other facilities provided by the bank. Customers tend to select low-price Internet banks for 
transaction banking, and expensive branch banks for their more complicated engagements.  
 
To sum up, we can say that though these banks are using their resources at their best and 
involving in innovation process, these banks however, are struggling and being competitive at 
the same time to gain competitive advantage.   
 
DISCUSSION 
Innovation process in the financial services industry is not an easy task to notice. More research 
needs to be done on whether banks do really innovate. We perceive this perspective because 
banks mostly depend on the technological innovations on other sectors such as IT and 
telecommunications to come up with services and products which themselves call innovation. 
Further, Banks located in areas of the EU with high financial growth are claimed to be 
innovative, while in our view they are generally pursuing combinations of cost cutting and 
growth strategies. 
While considering innovative companies, innovations based on manufacturing sectors are 
discussed. This gives rise to the question, “why are there no bank or service firm who are 
recognised as top innovator?” This might be because of the intangible nature of the product. But, 
it is still debatable whether this sector is given less priority or the innovation by banks are not 
significant enough to be regarded as a innovation.  
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Banks and other financial institutions are very competitive in the market. Innovation in the 
financial servicesector, which involves deployment of firm resources, does not really provide 
sustainable competitive advantage. It is our view that the other financial service providers can 
easily imitate most of the innovations in financial service sector. The key financial players such 
as Danske Bank and Nordea Bank are successful but cannot be more different from each other.  
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CHAPTER 6: CONCLUSION 
 
The purpose of this paper is to find out how two Banks, Danske and Nordea; both leading banks 
in the banking industry are employing their resources to innovate and how the innovation process 
is helping the two Banks to gain competitive advantage in the market.  
The term innovation seems not to have one agreeable meaning and focus. Sometimes innovation 
is confused with invention. However, there is an agreement both differ it time and place of 
occurrence. Innovation comes after invention and it takes place in firms or organisations while 
invention comes earlier and may take place at places such as universities. It is noted that there 
are different forms of innovation that takes place in banking sector. 
Generally, there are four forms of innovation: product innovation, process innovation, marketing 
innovation and organisational innovation. Product innovation entails the making or establishing 
of a good or service that is completely new or highly modified with new features or intended 
uses. Some of the Product/service innovations in the financial service sector history include: 
Bonds, credit cards, convertible bonds, debit cards, direct payroll deposit and tracker savings 
accounts. Some of the new products, which have been rolled out of recent by Danske and Nordea 
Banks include; online meeting platforms, mobile banking, Mobile Pay and real time spending 
overview. Even though, Danske and Nordea have come up with these products, these products 
cannot give the two banks a competitive advantage in the market as other players can easily copy 
and roll the same products to their customers. Process innovation is seeking to develop new 
capabilities, competencies or routines in an organisation and they are efficiency driven. With the 
introduction of online meeting platform, mobile pay, and the automated deposit machines 
(ADMs), Danske and Nordea Banks have improved on the previous process where the customers 
used to travel physically to the bank to meet with the bank advisers. Marketing innovation 
involves the introduction of new customer programmes. With the new customer programme in 
Danske bank, customers are able to choose and register for the customer programme, which fits 
their needs, operations and finances. Through the remote meeting programmes, Nordea bank is 
able to market and give quality service to its customers. Organisational innovation entails new 
organisation methods such business practices, workplace organisation or external relations. 
Danske bank has achieved this through the strategic management decision of moving credit 
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decisions closer to the customers by coming up with strong regional credit offices, which has 
reduced the time taken before a credit is approved.  
The banks involve in innovation process because of various reasons. Some driving forces which 
trigger innovation in organisations include; technological advancement which for example banks 
have used in developing technologies that are mostly tailored to suit the specific requirement of 
their customer, changing consumers and their needs; which acts as a pull factor to make 
organisations innovate, intensified competition and the changing business environment.  
Both Danske and Nordea bank are utilising their Tangible resources and Intangible resources to 
innovate and create a competitive edge in the market. The banks are using these resources 
through capabilities such as dynamic capabilities, learning, entrepreneurship etc. and these 
capabilities are showcased through various platforms. By best utilising these resources a bank 
can be able to innovate and hence, gain competitive advantage. However, it is our view that the 
tangible resources employed by both banks are duplicable and cannot be used for sustainable 
competitive advantage. Despite this observation, the two banks are using their organisation 
history, culture, entrepreneurial process skills and their marketing skills as their core 
competencies. For example, both banks maintains good and trusting relationship with their 
stakeholders through open and constructive dialogue as well as by considering stakeholders’ 
views when making decisions.  
From the analysis, it is evident that Innovation is an essential undertaking for organisations to 
create value and secure sustainable competitive advantage in the current complex and changing 
business environment. In general, Innovation has a can play a vital role in gaining competitive 
advantage but in financial service sector such as banking there is still a dilemma as the 
innovation in this sector has less visibility and can be easily imitated by the competitors. 
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Areas for further study  
Following are the possibilities for future research that emerged from this study. 
1. The conclusion drawn on this study are based entirely upon the data collected from 
various written sources related to the company like websites, company annul reports, 
scholars paper, hence may not be represent the whole idea about the innovation pattern of 
the banks and their relative competitive advantage. So, in future work we encourage the 
replication of this study involving banks personnel throughinterview.  
2. Also, theoretical as well as empirical studies examining the complex relation how could 
innovation affect on corporate image, corporate reputation, and shareholder value might 
be interesting topic.  
Resource, innovation and competitive advantage  Page 66 
 
Bibliography 
Introduction 
Akman, G. and Yilmaz, C.(2008). “Innovative capability, innovation strategy and market 
orientation: An empirical analysis in Turkish software industry”. International Journal of 
Innovation Management 12 (1), pp. 69-111, Imperial college press. [Online] Available at: 
<http://www.academia.edu/996902/Innovative_capability_innovation_strategy_and_market_orie
ntation_an_empirical_analysis_in_Turkish_software_industry>  [Accessed on 9th March 2014]. 
Barney, J. (1991). “Firm resources and sustained competitive advantage”. Journal of 
Management, 17 (1), pp. 99-120. 
Montes, F. J., Moreno, A. R. and Fernandez, L. M. (2004).“Assessing the Organisational 
Climate and Contractual Relationship for Perceptions of Support for Innovation”. International 
Journal Manpower, 25(2), pp. 167-80. [Online] Available at:  
http://search.proquest.com.molly.ruc.dk/docview/231921142/fulltextPDF?accountid=14732[Acc
essed on 19th March 2014]. 
Ranjit, B. (2004). “Knowledge Management Metrics, Industrial Management & Data Systems”. 
104(6), pp. 457-68. [Online] Available at: 
http://search.proquest.com.molly.ruc.dk/docview/234906731[Accessed on 2nd April, 2014]  
Tushman, M. and Nadler, D. (1986). “Organizing for innovation”.California Management 
Review, 28(3), pp. 74-92. [Online] Available at: 
http://www.jstor.org/discover/10.2307/41165203?uid=3737880&uid=2&uid=4&sid=211037954
10663[Accessed on 23th march 2014] 
 
  
Resource, innovation and competitive advantage  Page 67 
 
Literature review 
Al-Rousan, Mahmoud., and Qawasmeh, Farid. (2009). “The Impact of SWOT Analysis on 
Achieving a Competitive Advantage: Evidence from Jordanian Banking Industry.”International 
Bulletin of Business Administration.6, 82-92. 
Amit, R. &Schoemaker, P. J. (1993). Strategic assets and Organisational rent.Strategic 
Management Journal, 13, pp. 33-46. 
Bartezzaghi, E., Corso, M. &Verganti, R. (1997).Continuous improvement and inter-project 
leaning in the new product development.International Journal of Technology Management, 14, 
pp. 116-138. 
Brown, S. L. and Eisenhardt K. M. (1997). The art of continuous change: Linking complexity 
theory and time-paced evolution in relentlessly shifting organisations, Administrative Science 
Quarterly, 42, 134. 
Canals, J. (1998): Universal Banks: The Need for Corporate Renewal, in: European Management 
Capron, L. and Hulland, J. (1999). Redeployment of brands, sales forces and general marketing 
management expertise following horizontal acquisitions: a resource based view. Journal of 
Marketing, Vol. 63 No. 4, pp. 41-54. 
Cohen, W. M. (1995). ‘Empirical studies of innovative activity’, in Stoneman P. (ed), Handbook 
of the Economics of Innovation and Technological Change, 182-264, Oxford: Blackwell. 
Collis, D. (1994). ‘How valuable are organisational capabilities?’ Strategic Management Journal, 
15, pp. 143-152. 
Crosby, P. B. (1995). Philip Crosby's Reflections on Quality: 295 Inspirations from the World's 
Foremost Quality Guru. New York: McGraw-Hill. 
Daft, R. L. (1992). Organisation Theory and Design. West St. Paul, MN  
Damanpour, F. (1991).Organisational Innovation: a meta-analysis of effects of determinants and 
moderators. Academy of Management Journal, 34, pp. 555-590. 
Resource, innovation and competitive advantage  Page 68 
 
Danneels, E. (2002).The dynamics of product innovation and firm competences. Strategic 
Management Journal, 23 (12), pp. 1095-1121. 
Dicksen, P. R. (1996), The static and dynamic mechanics of competitive theory. Journal of 
Marketing, 60, (October), pp. 102-106. 
Dilworth, James B. (1992). Operations Management: Design, Planning and control for 
manufacturing and services. NY: McGraw-Hill. 
Dosi, G. (1988). Sources, procedures, and microeconomic effects of innovation. Journal of 
Economic Literature, 26, pp. 1120-1171. 
Drucker, P. (1985). ‘Entrepreneurship and Innovation: Practice and Principles’, Harper Business, 
New York 
Duncan, R. B. (1976). “The ambidextrous organisation: Designing dual structures fir 
innovation”, in R. H. Kilmann, L.R. Pondy, D.P. Slevin (Eds.), “The management of 
organisation: Strategy and implementation”, 1, pp. 167-188, New York: North-Holland 
Evans, James R. (1993). ‘Applied Production and Operations management’. West Publishing Co. 
USA. 
Fagerberg, J. (2003). Innovation a guide to Literature; Centre for Technology, Innovation and 
Culture. University of Oslo. 
Fahy, J. (2000). The resource-based view of the firm: Some stumbling-blocks on the road to 
understanding sustainable competitive advantage. Journal of European Industrial Training, 24, 
pp. 94-104. 
Fasnacht, D. (2009). Open innovation in the financial services: Growing through openness, 
flexibility and Customer Integration. Springer-Verlag Berlin Heidelberg 
Forster, F. (2006). The Idea behind Business Process Improvement: Towards a Business Process 
Improvement Pattern Framework. BP Trends. Available at:http://www.bptrends.com [Accessed 
on 15th April, 2014] 
Resource, innovation and competitive advantage  Page 69 
 
Hall, R. (1992). A framework linking intangible resources and capabilities to sustainable 
competitive advantage. Strategic Management Journal, 14 (8), pp. 607-618. 
Hamoir, O./McCamish, C./Niederkorn, M./Thiersch, C. (2002). Europe’s banks: Verging on 
merging, in: The McKinsey Quarterly, Issue 3, pp. 116-125. 
Hayes, R. H., & Wheelwright, S. C. (1984). Restoring Our Competitive Edge: Competing 
Through Manufacturing. New York, NY: John Wiley and Sons. 
Helfat, C. E. and Raubitscek, R. S. (2000). Product sequencing: co-evolution of knowledge, 
capabilities and products. Strategic Management Journal, 21, pp. 961-979. 
Henderson, R. and Clark, K. (1994). Measuring competence? Exploring firm effects on 
pharmaceutical research. Strategic Management Journal, 16, pp. 63-84. 
Hill, Terry. (1993). The Essence of Operations Management. Prentice-Hall, UK. 
Hultink, E. J., Hart S., Robben, H. & Griffin, A. (2000). Launch decisions and new product 
success: an empirical comparison of consumer and industrial products. Journal of Product 
Innovation Management, 17, pp. 5-23. 
Iansiti M., Clark K., (1994). Integration and dynamic capability: Evidence from product 
developments in automobiles and mainframe computers. Industrial and corporate change, 3, pp. 
557-605. 
Juran, J. M. (2004). ‘Architect of Quality’. New York: McGraw-Hill. 
Kapelko M. (2006), “evaluating efficiency in the framework of resource based view of the firm: 
evidence from polish and Spanish textile and clothing industry .   
 
Kimberly, J. &Evanisko, M. (1981). Organisational Innovation: the influence of individual, 
organisational and contextual factors on hospital adoption of technical and administrative 
innovations. Academy of Management Journal, 24, pp. 689-713. 
Knoll, K., &Jarvenpaa, S. L. (1994). Information Technology Alignment or “Fit” in Highly 
Turbulent Environments: the Concept of Flexibility. Paper presented at the Computer Personnel 
Research Conference on Reinventing. Alexandria, Virginia, USA. 
Resource, innovation and competitive advantage  Page 70 
 
 
Lamarque, Eric (1999). Key Activities in the Banking Industry: Analysis by the Value Chain, in: 
Revue Finance ContrôleStratégie, 1999, vol. 2, issue 2, pages 135-158. 
Lane, P. J. &Lubatkin, M. (1998). Relative absorptive capacity and inter organisational learning. 
Strategic Management Journal, 19, pp. 461-477. 
Leonard-Barton, D., (1995), ‘Wellsprings of knowledge: Building and sustaining the sources of 
innovation’, Boston: Harvard Business School Press 
Lumpkin, G. T. and Dess G. G. (1996). Clarifying the entrepreneurial orientation construct and 
linking it to performance. Academy of Management Review, 21, pp. 135-172 
Lynn, G. S., Skov R. B. and Abel, K. D., (1999). ‘Practices that support team learning and their 
impact on speed to market and new product success’. Journal of Product Innovation 
Management, 16, pp. 439-454.  
Mathews, J. A. (2006). Resource and activities are two sides of the same coin: duality of the 
activities and resource-based views of strategic management, paper presented at the Conference 
on Strategic Management, Copenhagen. 
Nelson, R. & Winter, S. (1982). An evolutionary theory of economic change. Cambridge, MA: 
Belknap. 
Newman, K. L. (2000). ‘Organisational transformation during institutional upheaval’, Academy 
of Management Review, 25, pp. 602-619 
OECD, (2005) Oslo Manual: Guidelines for Collecting and Interpreting Innovation Data 
Pennings, J. M., Harianto, F. (1992).“The Diffusion of Technological Innovation in the 
Commercial Banking Industry”. Strategic Management Journal, Vol. 13, No. 1, (Jan., 1992), pp. 
29-46 
Penrose, E. T. (1959). The theory of the growth of the firm. Oxford. 
Porter, M. (1985). Competitive advantage. New York. Free press  
Resource, innovation and competitive advantage  Page 71 
 
Quinn, J. B. (2000). Outsourcing innovation: the new engine of growth, Sloan Management 
Review, 41, pp. 13-28. 
Runyan, R., Huddleston, P. and Swinney, J. (2006). Entrepreneurial orientation and social capital 
as small firm strategies: a study of gender differences from a resource-based view. 
Schumpeter, (1943), ‘Capitalism, Socialism and Democracy’, London: Allen &Unwin 
Song, X. M. and Parry M. E. (1997). The determinants of Japanese new product success. Journal 
of Marketing Research, 34, pp. 64-76. 
Souder, W. E. and Jenssen, S. A. (1999). Management practices influencing new product success 
and failure in the United States and Scandinavia: a cross-cultural comparative study. Journal of 
Product Innovation Management, 16, pp.183-203. 
Stake, R. (1998).Case Studies In Strategies of Qualitative Inquiry. Sage, California 
Stonebrake, Peter W., and Leong, G. Keony. (1994). Operations Strategy: Focusing on 
Competitive Excellence. Boston, MA: Allyn and B 
Teece, D. J., Pisano, G. and Shuen, A. (1997). Dynamic capabilities and strategic management. 
Strategic Management Journal, 18 (7).pp. 509-533. 
 
Methodology: 
Bryman, A. (2012). Social research methods. 3rd ed. Oxford: Oxford University Press  
Delanty, G. and Strydom, P. (2003). Philosophies of Social Science. Berkshire: Open University 
Press. 
Denscombe, M. (2009). Items non- response rates: a comparison of online and paper 
questionnaires. International Journal of Social Research Methodology, 12(4).pp. 281-91. 
Durbin, P. (1988). Dictionary of concepts in the philosophy of science. USA:Greenwood Press 
Eriksson, P. and Kovalainen, A. (2008). Qualitative research evaluation.Qualitative methods in 
business research. 
Esterberg, K. (2002). Making sense of data. Qualitative methods in Social research, McGraw-
Resource, innovation and competitive advantage  Page 72 
 
Hill. 
Olsen, P.B. and Pedersen, K. (2011). Problem Oriented Project Work. Denmark: Roskilde 
University Press. 
Orb, A., Eisenhauer, E. and Wynaden D. (2001).Ethics in Qualitative Research, Journal of 
nursing scholarship, 2000; 33:1, 93-96. Sigma Theata Tau International, [Online] Available at 
<http://www.columbia.edu/~mvp19/RMC/M5/QualEthics.pdf> Accessed on 12 April 2014. 
Paraskevas, A. and Altinay,L.(2008). Planning research in hospitality and tourism. USA: 
Elsevier Ltd  
Paraskevas, A. and Altinay, L. (2008). Planning research in hospitality and tourism. USA: 
Elsevier Ltd. 
Robson, C. (2002). Real World Research. 2nd ed. Oxford: Blackwell. 
Saunders, M., Lewis, P. and Thornhill, A. (2009). Research methods for business students. 5th 
ed. England: Pearson Education Limited. pp 141-150. 
Spangler, M. M. (1986). Logic: An Aristotelian Approach: Lanham, MD: University Press of 
America. 
Wood, R. (1999). Traditional and alternative research philosophies. In B. Brotherton (ed.), the 
Handbook of Contemporary Hospitality Management Research. New York, NY: John Wiley & 
Sons Ltd. pp. 3-18. 
Yin, R. (2009). Case Study Research: Design and Methods. London: Sage Publications. 
 
Analysis: 
Afuah, A. (2003). Innovation Management. 2nd edition. Oxford University Press:NewYork. 
Clark, K. B., Hayes R. H., and Wheelwright, S. C., (1988).  Dynamic Manufacturing. NewYork, 
NY: The Free Press. 
Resource, innovation and competitive advantage  Page 73 
 
Collis, D. (1994). Research note: How valuable are organisational capabilities?. Strategic 
Management Journal 23, pp. 1095-1121. 
Dierickk P. J. and Cool, K. (1989). Asset stock accumulation and the sustainability of 
competitive advantage. Management Science, 35, pp. 1504-1511. 
Grant, M. R. (1991). The resource based theory of competitive advantage: implication for 
strategy formulation. California Management Review; Spring; 33, 3; ProQuest Central. pp. 114-
135. Available at http://search.proquest.com.molly.ruc.dk/docview/215879749 [Accessed on 
21 April, 2014] 
Maravelakis, E., Bilalisz, N., Antoniadisy, A., Jones, K. A. and Moustakis, V. (2006). Measuring 
and benchmarking the innovativeness of SMEs: A three-dimensional fuzzy logic approach. 
Production, Planning & Control, 17(3), pp. 283-929. 
Motwani, J., Dandridge, T., Jiang, J., and Soderquist, K. (1999). Managing innovation in French 
Small and Medium-sized Enterprises. Journal of Small Business Management, 37(2), pp. 106-
114. 
Smart, D. L. and Wolfe, R. A. (2000). Examining sustainable competitive advantage in inter 
collegiate athletic:  a resource based view. Journal of sport management, vol.14, pp. 133-53. 
  
Websites 
1. .http://www.danskebank.ie/en-ie/About-us/Press/Press-releases/2013/Pages/Danske-
Bank-expands-Technology-Offering-with-launch-of-New-Services.aspx 
2. http://www.danskebank.com/en-uk/About-us/Documents/The-Banks-history.pdf 
3. http://www.danskebank.com/en-uk/ir/Documents/2013/Q4/Annualreport-2013.pdf 
4. http://www.nordea.com/sitemod/upload/root/www.nordea.com%20%20uk/Investorrelatio
ns/reports/ar/Nordea_Annual_Report_2013.pdf 
5. http://www.swedbank.com/investor-relations/quick-facts/driving-forces/index.htm 
Resource, innovation and competitive advantage  Page 74 
 
6. http://aliainstitute.org/blog/2011/06/02/public-sector-innovation-driving-forces-and-
barriers/ 
7. http://www.oecd.org/site/innovationstrategy/defininginnovation.htm 
8. http://www.keepeek.com/Digital-Asset-Management/oecd/science-and-technology/oslo-
manual_9789264013100-en#page18 
 
  
Resource, innovation and competitive advantage  Page 75 
 
APPENDICES: 
 
Appendix 1: Dansk Bank principles for stakeholders’ communication. Available on 
http://www.danskebank.com/en-uk/About-us/Facts-about-us/policies/Pages/Stakeholder-
policy.aspx 
 
Principles for stakeholder communication 
 
We communicate on an ongoing basis about decisions and initiatives that may be of interest to 
the general public. We help stakeholders who request information we have not already published 
on a reasonable scale and within the framework of the law. 
Our dialogue with our stakeholders is based on the following general principles:  
Timeliness: 
• The information we provide to our stakeholders must be both timely and adequate so that 
they have an informed basis for their views and decisions. We aim to answer all requests 
as soon as practically possible. 
 
Integrity and responsibility 
• All stakeholders must be able to trust the information we provide. We base our 
communications on fact and aim to communicate clearly.  
• We want to conduct our business in a responsible way with attention to the impact we 
have on society. The Group Responsibility policy describes how we integrate guidelines 
for ethics and responsibility in our business. 
Accessibility 
• We welcome dialogue with all stakeholders, whatever their views, and we respond 
actively to constructive proposals for improvement and cooperation. 
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Appendix:  2   (banking role in society: the role of trust of banking system see video issued 
by nordea bank ) 
http://www.nordea.com/About+Nordea/Corporate+Social+Responsibility/Banks+role+in+s
ociety/1650672.html 
 
Recent highlights of Nordea bank (Annual report, 2013) 
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Appendix 3: Recent highlights of Danske Bank (Annual report, 2013)  
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Appendix 4: Mergers and acquisitions of Nordea Bank
 
Source: Nordea Bank, 2014 (www.nordeabank.com
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